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4»  CURITY| 

Smigglers 

Britairis  number  one  disposable  nappy 

*  Snugglers  sales  1 976-1 980  (exd.  Boots  &  FWW)  Independent  retail  audit 


The  only  product  to  combine  specialised  day 
time  treatment  with  specialised  night-time 
treatment  for  colds  and  flu  in  one  handy  pack. 
Sufficient  for  5  days  and  5  nights. 


For  your  professional  recommendation, 
another  great  profit-winner  from  Parke-Davis 

j #!■  M%  New  Benylin*  Day  and  Night  Cold  Treatment  is  an  effective  product 

W^m  I  that  you  can  recommend  to  your  customers  with  full  professional  confidence. 

,  _    s  an  effective  profit-winner,  too.  No  other  product  in  this  important 

K    ijt       NKjM  I  market  offers  you  the  same  return  for  your  recommendation  at  the  counter, 

vsOIQ  lr©3tm©nt  as  many  pharmacists  know  already. 


ienylm  Doy  and  Ntghl  Cold  Treatment  it  available  in  display  outers 

rontoming  24  retail  packs. 

.ill  pnce  lo  phorm  per  retail  pock  55p 

'nee  to  public  per  r etOil  pock  95p 

line  VAT,  C  15%}. 


composition 

Each  yellow  (daytime)  tablet  contains 

Poracelamol  Ph  Eur. 

Phenylpropanolamine  hydrochloride  Et  P 
Each  blue  (night  time)  tablet  contains 

Paracetamol  Ph  Eur 

Diphenhydramine  hydrochloride  B  P 


500  m 
25mc 


500m 
25mg 


Indications 

For  the  relief  or  the  symptoms  associated  with  colds  and  influenza. 
Adult  Dosage: 

Four  tablets  should  be  taken  doily  -  three  yellow  toblets  during  the 
doy  and  one  blue  tablet  al  night. 

Toke  only  one  tablet  ot  a  time,  and  only  at  the  times  of  day  mdicoted 
on  the  pack. 

Do  no'  toie  the  night-lime  fob/els  during  the  day 
Children's  Dosage 

Not  recommended  for  children  under  12  years. 


Contra  indications,  wornings  etc.: 

Hypersensitivity  to  any  of  the  constituents.  Paracetamol  con  cause  skin 
rashes,  dizziness  and  palpitations.  Caution  should  be  exercised  in 
potients  with  hyperthyroidism,  hypertension,  cordioc  dysfunction, 
diabetes  mellilus  ond  liver  disorders  Benylin  Doy  &  Night  Cold 
Treatment  should  not  be  used  during  Ireotment  with  M.A.O.I.sor  for 
Iwo  weeks  after  completion  of  therapy. 

Do  not  exceed  the  stated  dose  -  An  overdose  is  dongerous;  medical 
attention  should  be  sought  immediately.  May  cause  drowsiness. 
If  affected,  do  not  drive  or  operate  machinery.  Not  lo  be  used  in 
pregnoncy.  Avoid  alcoholic  drink.  If  symptoms  persist,  consult  your 
doctor 


Logol  Category  P 
Product  Licence  Holder 

Parke-Davis  &  Campony,  Usk  Rood,  Pontypool. 
Gwent,  NP4  OYH. Telephone;  (049  55)  2466. 
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POS  needs  PIP 


We  must  declare  an  interest  in  the 
report  of  the  working  party  which  has 
proposed  the  adoption  of  a 
pharmaceutical  interface  product  code 
(PIP  code)  since  the  recommendations 
come  down  fairly  heavily  in  favour 
of  the  Chemist  and  Druggist  Price  List 
code  as  the  basis  for  its  introduction. 

However,  the  principle  behind  the 
recommendations  can  hardly  be 
faulted  and  the  working  party  is  to 
be  congratulated  on  setting  out  clearly, 
for  all  to  see,  just  how  and  why  it  has 
reached  its  conclusions  (p725). 
The  timing  of  the  report  could  hardly 
be  better  since  retail  pharmacy  is 
about  to  be  subjected  to  an  avalanche 
of  point-of-sale  computer  systems, 
whether  they  be  for  over-the-counter 
sales  or  dispensary  use,  or  both. 
A  foretaste  of  one  such  system 
(Omron)  was  given  by  Hull 
pharmacist,  Mr  Roger  King,  in  C&D 
March  28  and  Independent  Retail 
Computer  Systems  Ltd  (JRCS)  have 
also  shown  part  of  their  hand  in 
recent  months.  Several  wholesalers 
have  systems  or  are  known  to  have 
developments  in  the  pipeline. 

Computer  ordering  systems  have 
been  with  us  for  a  long  time,  notably 
the  Unichem  Prosper  system  (which 
unfortunately  has  terminals  in  use 
which  could  not  be  re-programmed 
to  utilise  the  proposed  PIP  code). 
Later  portable  data  entry  terminals, 
such  as  those  currently  being  phased 
in  by  Numark  wholesalers  (see  C&D 
March  21)  will  be  more  flexible, 
however. 

Indeed  it  was  Independent 
Chemists  Marketing  Ltd  Who  took 
the  lead  in  stimulating  thought 
about  the  PIP  code  and  although 
there  may  undoubtedly  be  a  degree  of 
inter-wholesaler  rivalry  in  this  field, 
the  independent  retail  pharmacist 


should  be  pleased  with  the  efforts 
that  are  being  made  to  underwrite  his 
independence  in  future  dealings  with 
wholesalers.  The  whole  point  of  the 
code  is  to  ensure  that  the  retail 
pharmacist,  when  he  introduces  a 
computer  system — particularly  where 
this  involves  ordering  through 
computer  talking  to  computer — does 
not  become  tied  for  life  to  one  source 
of  supply,  "locked  in"  by  his  capital 
investment. 

If  the  prime  beneficiary  of  the 
PIP  code  principle  is  the  retail 
pharmacist  (group  wholesalers'  best 
interests  may  well  be  served  by 
embracing  as  many  as  possible  into 
their  exclusive  fold),  the  attitude  of 
pharmaceutical  manufacturers  will 
also  be  important  to  the  outcome  of 
the  all-parties  meeting  due  to  consider 
the  report  at  the  end  of  this  month. 
Yet  some  have  expressed  reservations 
— usually,  we  have  discovered,  through 
making  false  assumptions. 

For  example,  there  is  no 
compulsion  about  putting  interface 
code  numbers  on  packs  (though  the 
working  party  has  suggested  a  simple 
means  of  achieving  such  an  addition 
to  the  ANA  bar  code)  and  certainly 
no  question  of  manufacturers  or 
anyone  else  needing  to  replace  internal 
computing  codes  with  the  PIP  code. 

The  basic  value  of  the  code  would 
be  between  retailer  and  wholesaler 
— though  even  manufacturers  could 
readily  use  it  to  accept  direct  orders 
from  both  retail  and  wholesaler 
computers. 

Perhaps  we  could  remind  the 
industry  that  manufacturers  have  been 
prime  movers  in  the  adoption  of  codes 
in  food  retailing.  It  is  in  their  interests 
to  back  the  PIP  code  initiative  for 
pharmacy  if  they  wish  to  see  the 
chemist  remain  a  major  retailing  force 
in  an  increasingly  competitive  and 
computerised  marketplace.  ■ 
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THIS  WEEK'S  NEWS 


PSA  objects  to  CPP 
membership  'sales' 


The  British  Pharmaceutical  Students 
Association  has  objected  to  the  "sale" 
of  founder  membership  of  the  College 
of  Pharmacy  Practice. 

At  the  annual  conference,  in 
Edinburgh  this  week,  Marie  Noblet, 
public  relations  officer,  proposed  a 
motion  stating  that  the  conference 
disagreed  with  such  sales.  If  entrance 
to  the  College  was  to  mean  anything 
in  the  world  of  pharmacy,  then 
members  should  not  be  allowed  to  buy 
their  way  in,  she  said. 

Stephen  Smith,  Western  area  co- 
ordinator, seconded  the  motion  and 
pointed  out  that  the  College  was 
meant  to  enhance  the  standard  and 
value  of  pharmacy  practice.  If  the 
membership  was  by  examination  then 
it  would  be  seen  as  analogous  to 
prestigious  diplomas,  such  as  those  of 
the  Royal  College  of  Surgeons  or 
Physicians,  that  people  were  prepared 
to  study  for.  He  had  no  objection  to 
the  principle  of  founder  members,  but 


thought  the  Pharmaceutical  Society 
should  invite  people  who  were  well 
known  in  pharmacy  practice  to 
contribute  separately  to  the  College  if 
they  wished.  However,  entrance  by 
payment  only  devalued  the 
membership. 

Sarah  Williamson,  IPSF  lia'ison 
secretary,  pointed  out  that  founder 
members  would  also  have  to  fulfil  a 
continuing  education  requirement  but 
it  was  suggested  recently  that  this 
could  only  be  10  hours  a  year.  One 
speaker  said  that  founder  members 
were  necessary  and  someone  had  to 
start  the  College  and  set  the  exams. 
Insisting  on  payment  was  a  way  of 
getting  initial  finance.  Miss  Williamson 
said  she  thought  the  founder  members 
would  not  be  the  ones  setting  the 
exams  and  Mr  Smith  reiterated  that 
he  was  not  objecting  to  founder 
members  but  to  the  condition  of 
having  to  pay  £400.  The  motion  was 
then  carried.  ■ 


NPA  deprecates  tobacco  sales 


The  National  Pharmaceutical 
Association  Board  of  Management 
has  decided  unanimously  to  issue  a 
statement  deprecating  the  sale  from 
pharmacies  of  tobacco  products  other 
than  those  intended  to  cure  people 
of  the  smoking  habit.  The  board 
decided  at  its  last  meeting  to  remind 
members  of  the  bad  effect  on 
public  relations  of  selling  such 
products  in  pharmacies. 

Other  decisions  taken  were: 
■  The  business  services  committee 
agreed  to  the  reprinting  of  the 
"Value  your  rural  pharmacist" 
showcard  with  this  wording:  — 

"The  normal  arrangement  in  the 
NHS,  considered  by  Parliament  to 
be  in  the  best  interests  of  the  public, 
is  for  the  doctor  to  diagnose  and 
prescribe,  and  for  the  pharmacist  to 
do  the  dispensing.  Only  in  exceptional 
circumstances  and  where  the  patient 
specifically  requests  a  change  in  the 
normal  arrangements,  is  the  doctor 
permitted  to  supply  dispensed 
medicines. 

"Without  a  regular  flow  of 
prescription  business,  most 
pharmacies  cannot  meet  their 


overheads.  Many  have  had  to  close 
down.  Choose  to  continue  to  obtain 
your  dispensed  medicines  from  a 
pharmacy.  This  will  ensure  that  this 
pharmacy  can  continue  to  provide  a 
service  for  all  your  medicinal 
requirements". 

■  It  was  decided  to  support  the 
pharmacy-only  sales  policy  of 
Michaelis  Bayley,  an  Australian 


6«>c  off'tt  - 


-3 


company  now  distributing  its  health 
footwear  in  the  UK. 

■  Concern  was  expressed  at  reports 
that  disposable  insulin  syringes  were 
to  be  advertised  on  television  in 
East  Anglia. 

■  Members  will  be  advised  of  a  new 
indication  for  dapsone  (rheumatoid 
arthritis)  that  requires  using  the  drug 
on  its  own,  not  in  the  form  of 
Maloprim  which  also  contains 
pyrimethamine.  Tablets  of  plain 
dapsone  are  available  from  Arthur  H. 
Cox  &  Co  Ltd. 

■  The  Board  decided  not  to 
proceed  with  a  member's  suggestion 
that  the  NPA  should  promote  the 
wider  availability  of  geriatric  closures 
(based  on  the  "wing  nut"  principle) 
as  used,  for  example,  on  Ponstan 
Forte  containers.  The  member  had 
argued  that,  in  championing  the 
case  for  child-resistant  containers, 
the  NPA  had  set  a  precedent  and 
should,  therefore,  do  what  it  could 

to  see  that  the  needs  of  other 
equally  deserving  groups  of  patients 
were  met. 

■  Despite  an  18  per  cent  fall  in  the 
number  of  coupons  handled  by  the 
NPA's  coupon  redemption  service, 
Coupex,  during  1980,  the  face  value 
of  the  coupons  cleared  was  up  by 

44  per  cent  over  1979.  In  terms  of 
average  coupon  values  this 
represented  a  rise  from  7.  lp  to  12. 5p. 
Well  over  1  million  coupons  had  been 
cleared  by  Coupex  in  1980  and  more 
than  12,000  cheques  issued  to 
members,  many  by  return  of  post. 

■  Among  other  matters  discussed 
during  the  meeting  were  VAT 
repayment  delays,  the  future  of  the 
NPA's  Business  Purchase  and 
Guarantee  Fund,  "supervision"  in 
retail  pharmacies  and  pharmacy 
manpower  figures.  ■ 


roc 


"Serves  him  right  for  dispensing  his  own  prescription" 
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COMPUTERS  IN  PHARMACY 


■ 


Joint  working  party 
backs  PIP  code 

A  national  pharmaceutical  interface  product  (PIP) 
code  would  benefit  the  application  of  computer 
systems  throughout  wholesale  and  retail  pharmacy. 
That  is  the  conclusion  of  the  PIP  code  working  party 
set  up  last  year  (C&D  July  12,  p40)  which  also 
proposes  that  the  C&D  Price  List  computer  code 
provides  the  most  suitable  basis  for  the  PIP  code. 
The  working  party's  report  and  recommendations  will 
be  considered  on  April  30  at  a  meeting  of 
participants  in  the  inaugural  meeting. 


Conclusions 


1.  There  is  a  need  for  a  nationally 
agreed  common  product  coding 
system,  particularly  in  retail  and 
wholesale  pharmaceutical  distribution. 

2.  The  European  Article  Number 
(EAN)  system  will  become  the 
standard  for  most  fields  of 
distribution,  and  will  be  the  preferred 
code  for  direct  electronic  data  entry 
via  lightwand,  scanner,  etc.  Its 
implementation  must  be  promoted 
positively,  and  all  manufacturers  of 
products  distributed  through 
pharmacies  are  urged  to  join  the 
Article  Number  Association  (UK) 
Ltd  (ANA)  and  to  commence 
source-marking  of  those  products. 

3.  In  the  immediate  and  shorter 
terms,  an  alternative/additional 
coding  system  would  be  valuable  to 
retailers  and  wholesalers,  and  the 
concept  of  the  pharmaceutical 
interface  product  code  (PIP  code) 
allows  this  to  be  introduced  without 
requiring  replacement  of  existing 
internal  product  coding  systems. 

4.  The  PIP  code  ideally  will  be 
numeric,  non-structured,  and 
incorporate  a  modulus  1 1  check  digit. 
Its  overall  length  should  be  confined 
to  six  digits. 

5.  If  developed,  the  implementation 
of  the  PIP  code  could  be  speeded, 
and  associated  costs  reduced,  by 
adoption,  with  possible  modifications, 
of  an  existing  product  data-base. 

Of  those  considered,  that  associated 
with  the  Chemist  &  Druggist 
Price  List  is  closest  to  requirements. 

6.  The  services  necessary  to  maintain, 
distribute  and  administer  the  PIP 


code  can  adequately  be  provided  by 
the  current  Chemist  &  Druggist 
Price  List  publication  procedures. 
Subject  to  assurances,  adoption  of 
these  procedures  will  obviate  the 
need  for  a  separate  Regulatory 
Authority. 

7.  If  introduced  by  the  wholesale  and 
retail  sectors,  manufacturers  could  be 
approached  to  source-mark  with  a 
number  (but  not  a  bar  code). 

8.  It  is  suggested  that  whilst  pressure 
for  EAN  coding  is  essential,  the  time 
scale  for  source  marking  of  all 
products  handled  by  pharmacists  is 
such  that  a  PIP  code  would  still  be 
worthwhile.  If  agreement  could  be 
reached  by  wholesale  and  retail 
interests  on  its  introduction,  retailers 
might  well  find  it  of  value  for  many 
years  as  part  of  in-house  manual 
entry  systems,  connected  with,  for 
example,  point-of-sale  units, 
computers  and  portable  data  entry 
terminals. 


Recommendations 


1.  It  is  recommended  that  all 
manufacturers  of  products  distributed 
partially  or  totally  through  retail 
pharmacies  urgently  seek  membership 
of  the  Article  Number  Association 
(UK)  Ltd,  and  attach  high  priority 

to  incorporating  European  Article 
Numbers  and  bar  codes  within  their 
product  labels. 

2.  To  facilitate  the  early  beneficial 
and  economical  application  of 
computer  systems  throughout 
wholesale  and  retail  pharmacy,  it  is 
recommended  that  a  national 
pharmaceutical  interface  product 


(PIP)  code  is  introduced  and  adopted. 
This  system  will  continue  to  provide 
benefit  to  certain  sectors,  even  in 
the  longer  term  when  the  EAN 
coding  system  achieves  wider  usage. 

3.  It  is  recommended  that  the 
national  PIP  code  is  based  on  the 
Chemist  &  Druggist  Price  List  Code, 
suitably  extended  to  provide  the 
necessary  coverage  at  individual 
product  'level.  The  NPA  and  NAPD 
are  recommended  to  consider  the 
introduction,  development  and  future 
ownership  of  the  PIP  code  as  a 
matter  of  urgency. 

4.  If  adopted,  it  is  recommended  that 
the  services  provided  by  Chemist  & 
Druggist  in  maintaining  and 
distributing  the  product  data 
associated  with  their  Price  List  are 
retained  as  the  means  of  maintaining 
and  distributing  the  PIP  code  data, 
but  that  assurances  of  continuity  are 
sought  to  protect  the  general  interests 
of  pharmacy. 


Considerations 


The  working  party  has  reviewed  the 
current  and  perceived  coding 
applications  of  manufacturers, 
wholesalers,  retail  pharmacists  and 
DHSS  departments,  and  it  has 
become  apparent  that  a  single 
product  coding  system  is  unlikely  to 
find  total  acceptance  for  all  purposes. 

The  working  party  has  recognised 
an  increasing  need  for  a  common 
product  coding  system  in  the  retail 
and  wholesale  sectors  to  realise  the 
prospective  benefits  of  computer 
systems  application — both  within  the 
retail  environment  and  in  dialogue 
with  wholesalers. 

A  number  of  methods  of 
achieving  such  a  code  have  been 
considered,  and  early  investigations 
identified  that  the  requirement  will 
be  met  by  wider  application  of  the 
European  Article  Number  (EAN) 
coding  system  to  cover  ail  products 
distributed  through  retail  pharmacy. 

However,  for  those  reasons  detailed 
later  in  this  report,  EAN  is  not 
likely  to  be  introduced  immediately, 
and  the  working  party  has  therefore 
found  the  establishment  of  a 
pharmacy  specific  coding  system  to  be 
valuable. 


PIP  code  concept 

The  concept  of  a  PIP  code  is  to 
allow  a  nationally-agreed 
identification  system  by  which 

Continued  on  p726 
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PIP  code  working  party  report  continued  from 

The  single  coding  system 
for  retail  pharmacy 


computer-based  data  relating  to  all 
products  handled  in  the  industry  can 
be  referenced  and  communicated, 
but  without  requiring  replacement  of 
the  various  internal  product  coding 
systems  presently  in  use.  However, 
it  could  be  used  to  replace  current 
systems  if  desired,  and  is  intended  to 
be  the  single  coding  system  necessary 
for  retail  pharmacy. 

The  working  party  has  recognised 
the  immediately-beneficial  application 
of  the  PIP  code  concept  to  be  in  the 
retail  and  wholesale  sectors  of  the 
industry,  particularly  in  view  of  the 
increasing  emergence  of  "electronic 
ordering"  and  "point  of  sale"  systems 
requiring  product  identification  by 
code.  However,  it  also  acknowledges 
that  the  creation  of  a  PIP  code  might 
also  prove  beneficial  to  other  sections 
of  the  industry,  including 
manufacturers  selling  direct  to  retail 
pharmacists,  market  research 
organisations,  etc. 


Code  specification 

In  order  to  formulate  the 
specification  of  a  PIP  code,  the 
working  party's  prime  considerations 
centred  on  the  following  needs: 

(i)  Coverage  of  all  those 
manufacturers'  products  distributed 
partially  or  totally  through 
pharmacies,  including  each  variation 
at  original  pack  level. 

(ii)  Allocation  of  blocks  of  codes 
for  specific  user  requirements  such 
as  Wholesaler  special  offers,  security 
of  manufacturers'  new  product 
developments,  etc. 

(iii)  Use  of  low-cost  manual  data 
entry  devices,  requiring  a  short 
numeric  code  to  minimise  the 
possibilities  of  both  data  entry  and 
transmission  errors. 

(iv)  Inclusion  of  a  conventional 
check  digit  verification  scheme 
capable  of  detecting  most  data  entry 
errors  at  source. 

The  working  party  has  concluded 
that  these  requirements  can  be  met 
by  a  non-structured  six-digit  numeric 
code,  incorporating  a  modulus 
1 1  check  digit  as  the  sixth  digit. 


Administrative  needs 


The  working  party's  considerations 
centred  on: 

(i)  The  development  and  maintenance 
of  a  comprehensive  data  base  relevant 
to  the  numbers  of  products  involved. 

(ii)  The  provision  of  timely  and 


reliable  procedures  for  notifying 
users  of  additions  and  changes  to,  and 
deletions  from,  the  product  list  and 
associated  codes  and  data. 

It  was  recognised  that  the  effort, 
cost  and  delay  likely  to  be  incurred 
in  amassing  the  information  necessary 
for  the  data-base  might  be  eliminated 
or  considerably  reduced  by  total  or 
partial  use  of  existing  data-bases, 
and  accordingly  a  number  of  these 
were  examined  (as  detailed  later  in 
this  report).  As  a  result,  it  was 
concluded  that  the  Chemist  & 
Druggist  Price  List  could  quickly 
and  conveniently  be  extended  to 
satisfy  requirements. 

With  regard  to  the  on-going 
situation,  it  was  initially  considered 
that  a  separate  "regulatory  authority" 
(RA)  would  be  required,  and  various 
methods  of  funding  and  operating 
this  were  discussed.  However,  it  was 
also  recognised  that  the  services 
already  established  to  maintain  and 
distribute  the  Chemist  &  Druggist 
Price  List  were  compatible  with  those 
of  the  perceived  RA,  and  accordingly 
the  working  party  concluded  that 
the  need  for  the  RA  could  be 
eliminated  by  use  of  the  Chemist  & 
Druggist  services,  providing:  — 

(i)  the  C&D  Price  List  code  is 
developed  to  meet  the  PIP  code 
specification  as  defined  above,  and 

(ii)  assurances  of  continuity  are 
obtained. 


Prior  commitments 


Although  the  question  of  a  national 
PIP  code  is  being  considered  at  an 
early  stage  in  the  development  of 
pharmacy  computer  systems,  the 
working  party  felt  that  it  should  be 
aware  of  any  prior  commitments  and, 
if  possible,  to  take  these  into  account 
when  drawing  its  conclusions  and 
recommendations. 

Of  those  systems  currently 
operational,  only  the  manual  data 
entry  terminals  associated  with 
Unichem's  Prosper  system  are 
understood  to  be  relatively  fixed  to 
their  current  application.  Further 
investigation  revealed  that  the  method 
of  calculating  check  digits  strongly 
favoured  by  the  working  party  (based 
on  modulus  11)  differs  from  that  used 
in  the  Prosper  terminals  (based  on 
modulus  10),  and  that  conversion 
of  the  terminals  would  entail 
replacement  of  certain  hardware 
components.  While  regretting  this 
inconvenience,  the  working  party  felt 


that  the  wider  application  of  the 
PIP  code  would  ultimately  be  better 
suited  by  the  tighter  security  afforded 
by  the  modulus  1 1  calculation. 

Application  of  the  code 

The  working  party's  considerations 
covered  both  product  marking  and 
data  capture  aspects,  and  were 
carried  out  with  recognition  that  the 
EAN  system  would  be  applied 
universally  in  the  longer  term. 
Accordingly,  the  working  party 
concluded  that  there  would  be  no 
general  need  for  the  PIP  code  to  be 
displayed  in  other  than  simple 
character  format  for  subsequent 
manual  data  entry.  If  the  equipment 
to  read  bar-codes  became  common  in 
pharmacies,  the  EAN  coding  system 
would  be  utilised. 

With  regard  to  product  marking, 
the  working  party  concluded  that 
the  most  effective  solution 
undoubtedly  would  be  incorporation 
into  product  labels  at  source  (ie  by 
manufacturers,  at  point  of 
manufacture),  and  that  this  should 
be  sought  when  the  system  had  been 
shown  to  be  working  satisfactorily. 
Pending  this,  alternative  product 
marking  systems  would  be  necessary, 
and  a  number  were  suggested, 
including  supply  of  adhesive  labels 
by  wholesalers  with  shipments  to 
pharmacies,  and  use  of  labelling 
guns. 

With  regard  to  time-scales,  it 
was  felt  that  the  success  so  far 
achieved  by  ANA  in  the  application 
of  EAN  codes  at  source  would  be 
beneficial  in  speeding  similar 
application  of  the  PIP  code.  Looking 
to  the  longer  term,  it  was  felt  that, 
although  the  EAN  code  would  itself 
be  applied  more  widely,  the 
provision  of  the  PIP  code  would 
continue  to  provide  benefit  to  certain 
sectors  of  pharmacy  for  a  very  long 
time  and,  therefore,  there  might  be 
benefit  in  manufacturers 
incorporating  both  EAN  and  PIP 
codes  within  their  product  labels 
where  applicable.  A  proposed  method 
of  achieving  this  was  discussed. 

The  format  would  be  the  PIP 
code  in  two  groups  of  three  numbers, 
plus  symbol,  below  the  ANA  bar 
code. 


Existing  coding 
systems 

Following  the  launch  of  UPC 
(Universal  Product  Code,  now 
renamed  Uniform  Product  Code)  in 

Continued  on  p728 


726 


Chemist  &  Druggist    18  April  1981 


NEWS  ABOUT  TRMUABS! 


Children 


prevem  hb 
forms?* 


Prevent  off 

.  - fans  of 


If 


itting  consumer  press  \  NGWbig  bonus  terms 

campaign.  High  frequency  advertisements  in     f  ask  yourThomas  Guest  rep. 


Sunday  People,      My  Weekly, 
Daily  Mirror,         TV  Times. 
Woman's  Weekly, 


outforTraveltabs 
now  packed  in  the  smart  new 
blister-card. 


/  for  full  detail 


New  mpactful  point-of-sale 

dispenser  available  soon  from  your 
Thomas  Guest  rep.,  or  direct. 


NEW-LOOK  TR  AVELTABS 

the  product  that  stops  travel  sickness  before  it  starts 

 Sure  Shield 

Family  medicines  from  Thomas  Guest 

Thos.  Guest  &  Co.  Ltd.,  92  Carruthers  Street,  Ancoats,  Manchester,  M4  7HX 
24  hour  telephone  service:  061  205  2975  and  061  205 ! 

Chemist  &  Druggist    18  April  1981 


727 


PIP  code  working  party  report  continued  /™» P?26 

Means  of  data  communication 
between  industry  sectors 


the  USA,  and  studies  carried  out  by  the 
Institute  of  Grocery  Distribution, 
the  UK  grocery  industry  established 
the  Article  Number  Association 
(UK)  Ltd,  in  1976.  The  objectives  of 
this  company  are  to  co-ordinate  the 
development  of  the  European  Article 
Number  code  in  the.  UK  and  to 
promote  the  use  of  the  code,  both  as 
a  means  of  data  capture  and  data 
communication  between  the  various 
sectors  of  the  industry.  It  is  the 
intention  that  all  products  distributed 
through  the  grocery  industry  will 
ultimately  be  coded  at  source  with  a 
standard  bar-code  format. 

The  format  of  the  EAN  code  is 
as  follows: 
cemmmmmnnnnnx 

where  cc    =  country  code  (UK  =  50) 
mmmmm  =  manufacturer  number 
(allocated  by  ANA) 
nnnnn  =  product  number 
(allocated  by 
manufacturer) 
x  =  check  digit 
Due  to  the  overlapping 
distribution  of  certain  products,  EAN 
bar-coded  packages  are  already 
being  seen  among  pharmacy  OTC 
products,  and  it  was  therefore 
natural  for  the  working  party  to 
give  major  attention  to  this  coding 
system.  Among  the  points  considered 
and  discussed  were: 

(i)  The  code  is  designed  for  electronic 
data  capture  via  the  bar-code,  using 
light  wands,  laser  scanners,  etc. 

Its  length  (13  digits)  is  unsuitable  for 
manual  data  entry. 

(ii)  The  format  of  the  EAN  code 
does  not  lend  itself  to  "embedding" 
the  shorter  PIP  code.  The  possibility 
of  this  option  was  raised  as  a 
means  of  allowing  manufacturers 
compatible  EAN  and  PIP  codes  for 
use  in  both  grocery  and 
pharmaceutical  distribution,  but  has 
been  ruled  out  by  ANA  on  technical 
grounds. 

(iii)  It  is  the  responsibility  of 
manufacturers  to  allocate  codes  at 
product  level,  and  for  retailers  to 
ensure  that  codes  and  associated  data 
are  assembled  for  their  purposes 

(eg  price  look-up  at  point  of  sale). 
There  is  no  central  data-base 
relating  specific  EAN  codes  to 
specific  products. 

(iv)  The  spread  and  rate  of 
application  of  EAN  are  not  directly 
controllable,  and  estimates  for  the 
date  by  which  80  per  cent  of 
supermarket  items  will  be  source 
marked  vary,  but  1983  is  commonly 


quoted  (seven  years  after  the  launch 
of  ANA).  Pressure  is  being  exerted 
on  manufacturers  by  major  food 
retailers,  indicating  that  they  will 
not  handle  non-coded  items  after 
1983. 

(v)  Approximately  10  per  cent  of  the 
600  or  so  manufacturers  registered 
with  ANA  are  suppliers  to  general 
practice  pharmacy  as  well  as  to  retail 
grocery.  Together,  these  represent 
only  about  7  per  cent  of  the  800  or 
so  suppliers  to  general  practice 
pharmacy,  although  this  figure  makes 
no  allowance  for  market  share. 

The  working  party  felt  that  the 
EAN  code  would  become  the 
standard  for  the  UK  distribution 
industry,  and  would  ultimately  be 
used  by  pharmacy.  To  accelerate  this, 
pressure  from  retail  and  wholesale 
pharmacists  must  be  added  to  that 
of  the  food  retailers. 


C&D  Price  List  

The  Chemist  &  Druggist  Price  List 
is  in  frequent  daily  use  throughout 
the  distribution  sector,  and  its 
circulation  is  virtually  100  per  cent 
in  general  practice  pharmacy.  The 
Price  List  code  is  unstructured,  and 
consists  of  six  digits,  of  which  the 
sixth  is  a  check  digit. 

Due  to  the  existing  penetration  of 
the  Price  List,  the  working  party 
gave  major  attention  to  the  ways  in 
which  its  code  meets  the  criteria  for 
the  PIP  code,  and  among  the  points 
considered  and  discussed  were: 

(i)  Individual  codes  are  not  allocated 
across  the  full  range  of  OTC  items 
(certain  colour/shade  variants  are 
allocated  to  group  codes,  etc). 
Estimates  for  the  number  of 
additional  codes  required  for 
complete  individual  coverage  range 
from  5,000  to  15,000  (on  the  allocated 
range  of  some  26,500). 

(ii)  The  capacity  of  the  six  digit 
code  is  sufficient  for  the  major 
product  range,  but  may  require 
extension  to  seven  digits,  or 
provision  of  a  supplementary  seven 
digit  code,  to  cater  for  the  specific 
requirement  of  hospitals. 

(iii)  The  range  of  numbers  already 
allocated  (00005  to  50008)  is  such 
that  there  is  scope  for  extension  and 
allocation  of  blocks  of  numbers  for 
special  purposes,  without  requiring 
change  to  existing  allocated  numbers. 

(iv)  In  its  own  right,  the  Price  List 
offers  a  beneficial  reference  listing  of 
products  for  the  PIP  code  system, 


and  embraces  an  established  method 
Of  circulation  to  users,  with  an 
experienced  price  and  product 
updating  service  of  many  years 
standing. 

(v)  As  source-marking  of  products 
by  manufacturers  is  to  be 
recommended,  a  facility  must  be 
provided  whereby  manufacturers  can 
be  issued  with  new  numbers  in 
confidence,  without  disclosure  of  the 
products  to  which  they  will  relate. 
This  confidentiality  must  be 
maintained  until  the  date  of 
marketing  of  the  new  product. 

Generally,  the  working  party  felt 
that  most  of  the  facilities  afforded  by 
the  Chemist  &  Druggist  Price  List, 
its  code  and  associated  updating  and 
circulation  procedures,  make  it  a  strong 
contender  for  application  to  the  PIP 
code.  Discussions  with  the  owners  have 
indicated  that  the  necessary 
extensions  to  cover  all  products  at 
Individual  level  can  be  achieved  and, 
although  costs  will  be  incurred  in 
doing  this,  these  will  be  low  in 
comparison  to  developing  an  entirely 
new  data-base. 

Other  coding  systems  specifically 
considered  have  been  those  of  SDA 
(Sales  Distribution  Analysis)  and 
A.  C.  Nielsen,  while  the  use  of 
existing  wholesaler  codes  has  also 
been  discussed. 

The  SDA  coding  system  is  in 
fairly  wide  use  for  statistical  analyses 
and  reporting  of  wholesaler  sales. 
The  code  itself  is  formed  of  four 
alphabetic  characters,  and  is  applied 
primarily  to  "ethical"  products. 
Product  file  updating  and 
maintenance  is  carried  out  on  SDA's 
behalf  by  IMS  (Intercontinental 
Medical  Statistics  Ltd). 

While  recognising  the  various 
merits  of  the  SDA  service,  the 
working  party  felt  that  conversion 
of  the  code  to  a  suitable  numeric 
format,  and  extension  of  the  product 
list  to  the  full  range,  would  inevitably 
require  a  longer  time-scale  than 
would  adoption  of  the  Chemist  & 
Druggist  Price  List  code  and  services. 

Inquiries  made  of  the  A.  C. 
Nielsen  data  files  revealed  them  to 
be  orientated  towards  OTC  products. 
As  such,  their  scope  is  limited  for 
PIP  code  purposes,  but  could 
possibly  be  used  in  conjunction  with 
the  SDA  files  to  provide  a  more 
comprehensive  product  list. 

Although  discussed  in  some  detail, 
the  possible  selection  of  one  of 
several  wholesalers  codes  and  data 
files  was  considered  likely  to  create 
implementation  difficulties.  ■ 
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PEOPLE       TOPICAL  REFLECTIONS 


By  Xrayser 


Mr  Oswald  Logan  has  been  appointed 
director  of  the  National  Association  of 
Pharmaceutical  Distributors. 
Mr  James  Teesdale  will  retire  from 
the  post  of  principal  pharmacist  at 
the  London  Clinic,  Devonshire  Place, 
Wl  on  April  30.  He  joined  the  Clinic 
in  1937,  served  as  an  Admiralty 
pharmacist  during  the  War  and 
rejoined  the  Clinic  as  chief 
pharmacist  in  1946.  He  will  be 
succeeded  by  Mr  Robert  Tinline  who 
has  been  deputy  principal  pharmacist 
at  the  Clinic  since  December  1975. 
Mr  Edward  Steele  who  has  been 
manager  of  Penrith  Co-operative 
Society's  pharmacy  since  1963  is 
retiring  this  month.  Following  his 
retirement  the  pharmacy  is  being 
closed  down  although  cosmetics  and 
pharmaceutical  items  not  requiring 
the  services  of  a  pharmacist  will  be 
sold  from  nearby  premises.  Mr  Steele 
will  remain  vice-president  of  the 
Penrith  Co-operative  and  a  member 
of  its  board. 

Mr  Harold  Fleishman,  responsible  for 
setting  up  Orlane's  operations  in 
South  Africa,  is  returning  to  that 
country  shortly  after  a  year  in  the 
UK.  Mr  John  Malcom,  president, 
Orlane [ Halston  writes:"  Harold  set 
up  Orlane  in  South  Africa  years  ago, 
and  from  modest  beginnings  it  became 
a  thriving  concern  under  his 
leadership.  During  his  stay  here  he 
has  made  many  friends  in  the  trade, 
and  his  flair,  presence  and  good 
humour  will  all  be  sadly  missed." 
Mr  J.  Wright,  FPS,  OBE,  was  recently 
guest  of  the  Scottish  Pharmaceutical 
Federation  at  a  luncheon  to  mark  his 
retirement  later  this  year  from  his 
Dosition  as  director  of  the  National 
Pharmaceutical  Association.  The 
Federation  has  had  a  good  working 
relationship  with  the  NPA  since  both 
bodies  affiliated  in  1965 — largely 
through  Mr  Wright's  efforts.  SPF 
chairman,  Mr  Ian  McDougall, 
presented  Mr  Wright  with  a  video 
recorder  and  on  behalf  of  the  SPF 
Council  a  portable  typewriter. 

News  in  brief 


Right  thinking 

The  rites  of  spring  are  over.  The  rites 
of  summer  are  awaited,  the  rights  of 
rural  pharmacists  are  even  now  being 
pursued  among  the  grass  roots. 

Regrettable  that  the  once  common 
pharmacist  of  the  countryside  should 
find  it  necessary  to  form  his  own 
association  for  his  own  protection. 
Particularly  when  both  the  guardians 
and  prospectors  of  his  professional 
rights  and  standards,  and  the  arbiters 
and  negotiators  of  his  professional 
contract,  have  done  their  best  for  some 
long  time  to  ensure  his  protection  and 
survival  in  the  face  (or  is  it  two-faces) 
of  that  preditory  beast  Doctor 
ruralalis. 

Regretable,  but  necessary  I  think, 
when  you  both  hear  and  read  reports 
of  the  recent  LPC  conference  and  of 
the  passionate  and  eloquent  appeals 
made  to  the  Minister  for  Health  by 
the  once  common,  urban  and  rural 
pharmacist. 

The  die  has  been  cast  with  the 
adoption  and  imminent  inception  of 
the  Clothier  report  by  the  two 
professions.  But  things  remain  to  be 
said  and  there  are  frustrations  which 
must  be  mulled  over  in  a  more  open 
forum.  The  rural  pharmacists' 
association  should  give  the  profession 
this  opportunity.  After  all,  its  aims 
are  both  concise  and  forthright — the 
concensus,  I  would  think,  of  that 
much  exploited  and  under-valued 
health-professional,  the  chemist. 


Much  ado 


The  Society  has  the  facility,  it  often 
seems  to  me,  to  do  much  about  nothing 
and  nowt  about  summat.  At  any  rate, 
the  reading  of  successive  Council 
reports  at  monthly  intervals  does  little 
to  trigger  the  flow  of  adrenalin 
through  my  bellicose,  varicose  veins. 

It  seems  unfortunate  that  the 
Society  needs  to  state  publicly  that  it 
has  not  yet  given  its  seal  of  approval 
to  a  point-of-sale  audio-visual  system. 
I  have  not  seen  the  system,  but  the 
reports  suggest  that  it  has  both 
commercial  and  educational  potential 
within  pharmacies.  Perhaps  the  Society 
has  in  mind  starting  to  award  a  pestle 
and  mortar-type  of  "kite  mark" — a 
proverbial  three  pills,  in  the  book  of 
approved  practices  in  the  world  of 
general  practice  pharmacy. 

Here,  surely,  is  a  system  (doubtless 
there  are  others)  that  can  be  used  to 
impart  sound  advice  on  the  use  of 
medicines  within  the  pharmacy.  I 


should  have  thought  it  had  a  role,  even 
if  it  merely  acts  as  a  conversation 
piece  to  provide  an  opening  for  advice 
to  be  offered  when  medicines  are 
dispensed  and  counter-prescribed,  or 
simply  retailed  on  request. 

It  can,  of  course,  be  used  to  sell 
as  well.  How  remiss!  Boots  and 
Woolies  have  given  it  their  seal  of 
approval,  at  least  as  a  commercial 
vehicle,  without  waiting  for  the 
blessing  of  their  respective  bodies. 


Advertising 


I  wonder  if  the  Society  has  taken  note 
of  the  decision  by  accountants  to 
permit  the  advertisement  of  their 
professional  services  in  the  local  Press 
from  October  1?  Admittedly  the 
advertising  is  to  be  of  a  restrained 
and  proper  nature,  but  it  is  to  be 
allowed.  Moreover,  accountants  do 
supply  their  services  for  financial 
reward.  Rather  like  a  pharmacist  I 
suppose. 

But  no!  As  a  health  professional 
the  pharmacist  is  different,  isn't  he? 
And  he  is  a  different  sort  of  health 
professional,  of  course — one  tainted  by 
commerce  with  a  dichotomy  of  interest 
which  embarrasses  his  Society. 

When  a  pharmacist  advertises  his 
own  special  offer  on  toothpaste, 
perfume  or  tampons,  the  use  of  his 
title  is  restricted,  lest  it  be  tinged  and 
diminished  in  the  eyes  of  the  general 
public.  And  along  with  the  title  the 
assumption  presumably  is  made  by  the 
Society  that  his  professional  integrity 
is  also  diminished. 

What  other  reason  can  the  Society 
have  for  not  recognising  what  the 
public  knows — that  pharmacists  both 
sell  toothpaste  and  dispense?  The 
selling  of  toothpaste  does  not  impair 
either  the  advice  or  the  professional 
service  offered,  both  of  which  are 
much  sought  after  and  respected  by 
that  same  public. 

What  the  public  does  not  always 
know  (because  of  restrictions  and 
constraints  on  public  advertising)  is 
that  the  toothpaste  is  often  available 
at  a  local  pharmacy  at  attractive 
and  competitive  prices.  The  multiples 
get  their  point  across,  so  too  do  the 
"symbol"  pharmacies.  But  wouldn't 
we  all  welcome  a  little  less  commercial 
restraint  being  handed  down  by  our 
Big  Brother?  ■ 


■  Further  drugs  which  may  be  ordered 
by  dentists  and  additions  to  the  list 

of  borderline  substances  are  among 
the  March  amendments  to  the  1979 
Scottish  Drug  Tariff. 

■  Chemist  and  appliance  suppliers  in 
Northern  Ireland  in  November  1980 
dispensed  1,022,996  prescriptions 
(640,325  forms),  at  a  gross  cost  of 
£3,501,963  with  an  average  cost  of 
£3.42  each.  In  December  1980  they 
dispensed  1,106,564  prescriptions 
(673,818  forms)  at  a  gross  cost  of 
£3,754,233  and  average  cost  £3.39. 
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LETTERS 


Vote  retail 


At  this  moment  in  time  there  seem  to 
be  a  large  number  of  problems  facing 
pharmacy,  both  in  its  present  position 
and  in  the  future.  The  letters  pages 
of  the  pharmaceutical  Press  are 
full  of  the  prospect  of  "warfare" 
between  ourselves  and  dispensing 
GPs.  The  inability  of  our  negotiators 
to  secure  satisfactory  remuneration 
is  never  far  from  the  headlines. 
The  wholesale  war  has  recently 


occupied  the  minds  of  retail 
pharmacy,  and  the  ramifications  of 
that  battle  are  only  now  being  seen. 
Resale  price  maintenance  on 
medicines  is  under  attack  from  all 
sides. 

These  problems  readily  spring  to 
mind  for  the  retail  pharmacist, 
although  we  are  sure  that  our 
hospital,  academic,  and  industrial 
colleagues  could  add  their  own. 

What  a  pity,  therefore,  to  see 
such  a  preponderance  of  academics 
and  hospital  pharmacists  standing  for 
election  to  Council.  We  are  sure 
that  each  in  his  own  way  has  much 
to  offer  the  profession.  However, 
the  problems  we  have  outlined  above 
seem  to  be  of  paramount  importance 
to  the  retail  section  of  the  Society. 

Yet  so  few  retail  pharmacists 


Dr.  Foehlmann,  scientist, 
should  be  feeling  very 
pleased  with  himself. 
If  s  entirely  natural. 

The  laboratories  of  Dr.  Poehlmann  in  West  Germany  brought 
twenty  years  experience  and  research  to  the  formulation  of  TAI- 
GINSENG.  Ginseng  of  course  has  been  prized  for  thousands  of  years. 
The  Chinese  word  "tai"  can  be  translated  as  "prodigious"  and  TAI- 
GINSENG  deserves  the  name.  With  the  essence  of  the  very  finest 
Korean  ginseng  are  blended  the  vital  essences 
of  seven  safe  but  powerful  herbs:  hawthorn, 
hypericum,  mistletoe,  arnica,  balm  mint, 
passiflora,  potentilla.  (— 

With  its  unique  and  valuable  blend  of 
the  most  potent  ginseng  and  selected 
herbs,  TAI-GINSENG  has  established 
itself  as  one  of  Europe's  foremost 
health  products.  Now  it  is  avail- 
able for  the  first  time  in  Britain. 

You  should  be  stocking 
TAI-GINSENG! 


Sole  U.K.  Agents: 

Dundale  Group  Ltd.,  High  Street, 

Tring,  Herts. 

Telephone:  044  282  6666. 


liquid 


-it's  entirely  natural 


seem  able  to  offer  their  services  to 
Council.  Can  the  hospital  or 
academic  pharmacist,  we  wonder, 
really  be  expected  to  understand 
some  of  the  problems  faced  by  the 
retailer  in  these  recessive  times? 
Can  they  help  solve  some  of  the 
serious  deficiencies  that  exist  within 
the  profession?  Time,  certainly  they 
are  able  to  give,  and  maybe  this  is 
why  so  many  are  able  to  be  on 
Council! 

Could  not  this  be  the  reason  for 
the  supposed  apathy  amongst  the 
retail  section?  Most  of  us  have 
difficulty  running  our  own  businesses 
and  family  lives,  without  adding 
another  dimension.  The  suggestion, 
therefore,  is  that  retail  pharmacists 
are  not  apathetic,  but  simply 
overstretched. 

It  seems  a  nice,  neat  explanation 
— but  brief  examination  of  the  facts 
might  suggest  otherwise.  Very  rarely 
are  more  than  about  35  per  cent  of 
voting  papers  returned.  Surely  we 
are  all  capable  of  finding  the  few 
hours  it  takes  to  sort  through  the 
biographies  and  cast  our  votes 
sensibly.  Therefore  it  must  mean 
that  65  per  cent  of  the  profession 
don't  care  who  administers  for  them! 

If  the  retail  section  is,  as  seems 
likely  from  correspondence,  unhappy 
with  facets  of  their  professional  life, 
then  it  is  up  to  them.  Not  to  vote 
for  Council  members  is  to  neglect 
responsibility  to  oneself  and  the 
profession.  To  vote  for  Council 
members  whose  sphere  of  knowledge 
and  understanding  is  far  removed 
from  the  shop  counter  could  possibly 
lead  to  the  problems  outlined  earlier 
remaining  unsolved,  or  being  resolved 
unsatisfactorily. 

We  can  all  concentrate  too  much 
of  our  time  on  that  very  necessary 
aspect  of  our  work,  making  money. 
But  we  must  not  lose  sight  of  the 
fact  that  progress  can  only  be 
achieved  by  unity.  The  more  retail 
pharmacists  on  the  Council  of  the 
Society,  the  more  likely  that  we 
will  be  able  to  move  forward. 

So  the  rallying  cry  must  be: 
support  those  retailers  who  have 
found  time  to  stand.  Even  better, 
find  time  yourselves  and  become 
more  politically  motivated,  if  you 
really  care. 
J.  Rose 
H.  E.  T.  Hick 
Bodmin,  Cornwall 


Incomplete 


The  prescription  published  in  C&D 
April  4  is  'typical  of  a  high  percentage 
of  those  presented  for  dispensing — no 
strength  and  no  directions.  When  is 
this  situation  going  to  be  taken 
seriously? 
A.  McOlvin  Laws 
Newcastle-Upon-Tyne 
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The  ALL-TV 
campaign  for 

Germolene 


On  ALL  major  stations 

THAMES  HTV 

ATV  SOUTHERN 

GRANADA  WESTWARD 

YORKSHIRE  ULSTER 

TYNE-TEES  SCOTLAND 


•  ALL  year  round 


THE  GERMOLENE  TV  SCHEDULE  1981/2 


APR 


MAY 


JUN 


JUL 


AUG 


SEP  OCT 


NOV 


DEC 


JAN  FEB 


MAR 


•  ALL  new  commercials 


AND 
to  help 
you  sell- 
attractive 
space-saving 
counter 
display  unit 


CUTs  ar>d  aray^ 


treats  more  than  cuts  &  grazes 


Drder  ALL  the  Germolene  you'll  need 


EXPORT  ENQUIRIES  WELCOME 


Quantity 

Product 

Description 

Packed 
In 

Price 

Value 

Allopurinol  B.P. 

Tablets  100mg. 

250 

£29.00 

Aluminium  Hydroxide  B.P. 

Tablets  500mg. 

500 

£  4.40 

Aminophyline  B.P. 

Tablets  100mg. 

500 

£  2.95 

Amitryptyline  B.P. 

Tablets  10mg. 

1000 

£  4.90 

Amitryptyline  B.P. 

Tablets  25mg. 

1000 

£  9.50 

Amitryptyline  B.P. 

Tablets  50mg. 

500 

£  9.70 

Ampicillin  B.P. 

Capsules  250mg. 

1000 

£30.00 

Ampicillin  B.P. 

Capsules  500mg. 

500 

£30.00 

Ascorbic  Acid  B.P. 

Tablets  100mg. 

100 

£  0.50 

Ascorbic  Acid  B.P. 

Tablets  200mg. 

100 

£  0.85 



Bendrofluazide  B.P. 

Tablets  2.5mg. 

1000 

£  3.00 

- 

Benzhexol  B.P. 

Tablets  2mg. 

1000 

5.45 

Benzhexol  B.P. 

Tablets  5mg. 

1000 

10.95 

Calcium  Gluconate  B.P.C. 

Tablets  600mg. 

500 

£  5.25 

Calciferol  B.P. 

Tablets  1.25mg. 

1000 

£  6.20 

Calcium  &  Vit.  D  B.P.C. 

Tablets 

1000 

£  5.80 

Chlorpromazine  B.P. 

Tablets  25mg. 

1000 

£  2.90 

Chlorpromazine  B.P. 

Tablets  50mg. 

1000 

£  5.40 

Chlorpromazine  B.P. 

Tablets  100mg. 

1000 

£  8.80 

Chlorpropamide  B.P. 

Tablets  100mg. 

250 

£  3.00 

Chlorpropamide  B.P. 

Tablets  250mg. 

500 

£11.00 

Codeine  Phosphate  B.P. 

Tablets  15mg. 

250 

£  4.30 

Codeine  Phosphate  B.P. 

Tablets  30mg. 

250 

£  7.77 

Codeine  Phosphate  B.P. 

Tablets  30mg. 

500 

£12.50 

Codeine  Phosphate  B.P. 

Tablets  30mg. 

1000 

£24.50 

Codeine  Phosphate  B.P. 

Tablets  60mg. 

250 

£16.22 

Co-Trimoxazole  B.P. 

Tablets  250mg. 

500 

£34.00 

Digoxin  B.P. 

Tablets  250mcg. 

1000 

£  2.60 

Erythromycin  B.P. 

Tablets  250mg. 

100 

£  5.08 

Erythromycin  B.P. 

Tablets  250mg. 

500 

£24.80 

Ferrous  Gluconate  B.P. 

Tablets  300mg. 

1000 

£  3.60 

Ferrous  Sulphate  B.P. 

Tablets  200mg. 

1000 

£  2.50 

Folic  Acid  B.P. 

Tablets  5mg. 

1000 

£  2.00 

Ibuprofen  B.P. 

Tablets  200mg. 

500 

£10.00 

Ibuprofen  B.P. 

Tablets  400mg. 

250 

£10.00 

Imipramine  B.P. 

Tablets  10mg. 

500 

£  1.45 

Imipramine  B.P. 

Tablets  25mg. 

1000 

£  3.00 

Isoniazid  B.P. 

Tablets  100mg. 

500 

£  2.40 

Magnesium  Trisilicate  Co.  B.P.C. 

Tablets 

500 

£  2.70 

Nicotinamide  B.P.C. 

Tablets  50mg. 

1000 

£  2.25 

Nicotinic  Acid  B.P. 

Tablets  50mg. 

1000 

£  2.25 

Nitrofurantoin  B.P. 

Tablets  50mg. 

1000 

£  7.12 

Paracetamol  B.P. 

Tablets  500mg. 

1000 

£  3.95 

Penicillin  V  B.P. 

Tablets  250mg. 

1000 

£13.78 

Phenobarbitone  B.P. 

Tablets  30mg. 

1000 

£  1.50 

Phenobarbitone  B.P. 

Tablets  60mg. 

1000 

£  2.20 

Phenylbutazone  B.P. 

Tablets  100mg. 

1000 

£  3.00 

Phenylbutazone  B.P. 

Tablets  200mg. 

500 

£  3.50 

Phenytoin  B.P. 

Tablets  50mg. 

1000 

£  3.80 

Phenytoin  B.P. 

Tablets  100mg. 

1000 

£  4.40 

Prednisolone  B.P. 

Tablets  1mg. 

1000 

£  3.10 

Prednisolone  B.P. 

Tablets  5mg. 

1000 

£  6.00 

Prednisone  B.P. 

Tablets  1mg. 

1000 

£  3.10 

Prednisone  B.P. 

Tablets  5mg. 

1000 

£  6.00 

Promethazine  B.P. 

Tablets  25mg. 

500 

£  2.50 

Reserpine  B.P. 

Tablets  0.25mg. 

500 

£  2.00 

Tetracycline  HCL  B.P. 

Capsules  250mg. 

500 

£  7.00 

Tetracycline  HCL  B.P. 

Tablets  250mg. 

1000 

£  9.95 

Thiamine  Co.  B.P.C. 

Tablets 

1000 

£  2.10 

Thiamine  Co.  Strong  B.P.C. 

Tablets 

1000 

£  2.75 

Tolbutamide  B.P. 

Tablets  500mg. 

500 

£  5.00 

TOTAL  CARRIED  OVER  £ 


Unimed = Quality  +  Economy 

SUPPLEMENT  TO  THE  CHEMIST  &  DRUGGIST  -  18TH  APRIL  1981 


Unimed  generics^^ 

Spring  Voucher  Offer  * 

BUY  ONE  -  GET  ONE  FREE 


ON  PRODUCTS  MARKED  * 


Quantity 
Required 

PRODUCT 

racKed 
In 

Basic 
Price 

Value 

* 

Bendrofluazide  B.P. 

5mg 

1000 

£  4.25 

* 

Chlorpheniramine  B.P. 

4mg 

1000 

£  4.75 

* 

Chlorpropamide  B.P. 

250mg 

500 

£11.00 

Diazepam  B.P. 

2mg 

1000 

£  3.50 

# 

Diazepam  B.P. 

5mg 

1000 

£  4.50 

* 

Diazepam  B.P. 

10mg 

1000 

£  8.00 

# 

F i*i  i Qpm  irlp  R  P 

*■+  \j  I  ny 

1000 

£14.00 

* 

Indomethacin  B.P. 

zbmg 

500 

£14.00 

# 

Mpthulrlnna  R  P 

dJUl  i  ly 

1000 

£48.00 

* 

Methyldopa  B.P. 

500mg 

500 

£48.00 

* 

Metronidazole  B.P. 

200mg 

250 

£  6.00 

# 

Nitrazepam  B.P. 

5mg 

1000 

£  7.80 

* 

Oxy tetracycline  B.P. 

250mg 

1000 

£17.00 

* 

Propranolol  B.P. 

10mg 

500 

£  7.84 

# 

Propranolol  B.P. 

40mg 

1000 

£36.63 

# 

Propranolol  B.P. 

80mg 

500 

£27.37 

Propranolol  B.P. 

160mg 

100 

£11.64 

* 

Quinine  Bisulphate  B.P. 

300mg 

500 

£24.00 

* 

Quinine  Sulphate  B.P. 

300mg 

500 

£28.00 

* 

Quinine  Sulphate  B.P. 

200mg 

500 

£25.00 

Vouchers 


TO  THE  VALUE  OF 
(MARKS  &  SPENCER,  VICTORIA  WINE,  W.H.  SMITH, 
WILL  BE  SENT  UNDER  SEPARATE  COVER  FOR  EVERY 
£100  OF  GOODS  ORDERED  ON  CHEQUE  WITH  ORDER 
BASIS. 


C/From  over 
Sub  Total 
Less  Discount 
+  15%  VAT 

TOTAL  £ 


VOUCHERS  OR  DISCOUNTS  APPLY  TO  ALL  PRODUCTS  ■  OFFER  CLOSES  23rd  MAY  1981 
MINIMUM  ORDER  £100  ■  DISCOUNTS  MAY  BE  TAKEN  INSTEAD  OF  VOUCHERS 

ORDER  DEPT.,  UNIMED  GENERICS 
24  STEYNTON  AVENUE,  BEXLEY,  KENT.  TELEPHONE:  01-309  7003  TELEX:  896018 


Signed:   Chemist's  Name: 

Date:    Address:   


Telephone  No: 


Any  shortage  or  damage  must  be  reported  within  24  hours  and  confirmed  in  writing. 
No  goods  may  be  returned  without  written  authorisation  from  the  Company.  Acceptance  of  returned 
goods  is  no  guarantee  that  credit  will  be  given.  Full  terms  of  trading  available  on  request. 


THIS  OFFER  SUBJECT  TO  AVAILABILITY 


E.  &O.E. 


P.T 


PRESCRIPTION 
SPECIALITIES 


Colpermin  capsules 


Manufacturer  Tillotts  Laboratories, 
Henlow  Trading  Estate,  Henlow,  Beds 
Description  Light  blue/dark  blue 
enterie^coated,  hard  gelatine,  size  1 
capsule  with  green  band,  containiing 
0.2ml  standardised  peppermint  6il  BP 
Indications  Treatment  of  symptoms 
of  discomfort  and  of  abdominal  colic 
and  distension  experienced  by 
patients  with  irritable  bowel  syndrome. 
Enteric  coating  delays  release  of 
peppermint  oil  until  it  reaches  the 
distal  small  bowel  where  it  exerts  a 
loc'al  eff  ect  of  colonic  relaxation  and 
fall  in  intracolonic  pressure 
Dosage  Adults — One  three  times 
da'ily,  preferably  before  meals  and 
with  a  small  quantity  of  water. 
Should  not  be  taken  immediately 
after  food.  May  be  increased  to  two 
capsules  three  times  daily  when 
discomfort  is  more  severe.  Should  be 
taken  until  symptoms  resolve, 
usually  within  one  or  two  weeks. 
May  be  continued  for  two  to  three 
months.  There  is  no  experience  of 
use  in  children  under  15. 
Precautions  Capsules  should  not  be 
broken  or  chewed  as  the  peppermint 
oil  may  irritate  the  mouth  and 
oesophagus.  Patients  suffering  from 
heartburn  may  experience 
exacerbation  of  these  symptoms,  in 
which  case  treatment  should  be 
discontinued 

Side  effects  Heartburn;  rarely, 
sensitivity  reactions  to  menthol 
including  erythematous  rash, 
headache,  bradycardia,  muscle  tremor 
and  ataxia 

Storage  In  a  cool  place,  avdi'd  direct 
sunlight 

Packs  100  capsules  (£10  trade) 
Supply  restrictions  Pharmacy  only 
Issued  April  1981 


Picolax  powder 


Manufacturer  Ferring  Pharmaceutical 
Ltd,  1 1  Mount  Road,  Feltham, 
Middlesex  TW13  6JG 
Description  Sachets  containing 
16.3g  powder  for  oral  administration, 
providing  sodium  picosulphate 
lOmg  with  magnesium  citrate  formed 
in  solution. 

Indications  Clearance  of  the  bowel 
prior  to  examination  by  radiography, 
endoscopy  or  surgery 
Dosage  A  first  dose  before  8am  on 
the  day  prior  to  examination, 


followed  by  a  second  dose  between 
2pm  and  4  pm.  The  contents  of  one 
sachet  should  be  dissolved  in  about 
lft  oz  of  water,  diluted  after  five 
minutes  to  about  5fl  oz  (150ml)  and 
swallowed.  (Patients  should  be 
advised  that  there  is  an  exothermic 
reaction  when  the  powder  is  added 
to  water.)  A  low-residue  diet  is 
recommended  for  two  days  prior  to 
examination  and  a  liberal  in-take  of 
clear  fluids  (see  diet  dosage  sheet 
supplied  with  the  product) 
Warnings  Patients  should  be  warned 
to  experience  frequent  loose  bowel 
movements  from  three  hours  after 
the  first  dose 

Contraindications  Those  applying  to 

purgatives;  caution  during  first 

trimester  of  pregnancy 

Storage  In  a  cOol  dry  place. 

Packs  Treatment  units  of  two  sachets 

in  outers  of  25  units  (£12.50  trade 

— 50  sachets) 

Supply  restrictions  Pharmacy  only 
Issued  April  1981 


Nutranel  diet 


Roussel  have  introduced  Nutranel,  a 
dietary  preparation  for  use  in 
hospitals  in  cases  where  complete 
nutritional  support  (either  oral  or 
tube)  is  required,  but  where 
preparations  based  on  whole  proteins, 
long-chain  fats  and  other  dietary 
elements  cannot  be  easily  tolerated.  It 
is  a  "defined  formula"  diet,  that  is,  its 
formula  is  designed  to  overcome 
nutritional  problems  in  patients 
whose  absorptive  and  digestive 
mechanisms  are  functioning 
imperfectly. 

Based  on  short  chain  peptides 
Nutranel  is  rapidly  and  almost 
completely  absorbed  in  the  upper 
intestinal  tract  leaving  minimal  faecal 
residue.  Available  as  a  powder  for 
mixing  with  water  as  a  liquid  feed, 
each  tin  comprises  one  meal  and  a 
box  of  five  tins  provides  one  complete 
day's  nutrition  for  an  older  child  or 
adult  (2,000  kcal,  80g  protein,  20g 
fat,  375g  carbohydrate  and  13g 
vitamins  and  minerals).  Nutranel  has 
a  bland,  neutral  taste  but  can  be 
flavoured  if  required;  banana,  lemon 
and  mocca  flavour  sachets  are 
available  (Five  tins,  £7.97  trade;  box 
of  100  flavour  sachets,  £8.92). 
Roussel  Laboratories  Ltd,  Roussel 
House,  Wembley  Park,  Midd.x.  ■ 


Dilution  of 
Merbentyl  syrup 

Merrell  Pharmaceuticals  say  that  the 
recent  change  on  the  Merbentyl  syrup 
label  has  caused  some  confusion  and  it 
is  intended  to  change  the  text  once 


more  to  read:  "Merbentyl  syrup  must 
be  diluted  immediately  before  use  with 
an  equal  amount  of  water". 

This  statement  replaces  the  current 
wording  that:  "Syrup  must  be  diluted 
with  an  equal  amount  of  water". 
The  dilution  technique  described  is 
relevant  for  infants  up  to  6  months 
of  age  and  for  children  aged  6  months 
to  2  years. 

The  NPA  "Diluent  directory" 
recommends  that  Merbentyl  syrup  be 
diluted  with  syrup  BP  and  this  can  be 
undertaken  in  the  pharmacy  if  called 
for  on  the  doctor's  prescription. 
Dilution  with  water  at  the  time  of 
dispensing  is  not  recommended. 
Merrell  Pharmaceuticals  Ltd, 
Rusham  Park,  Whitehall  Lane,  Egham, 
Surrey  TW20  9NW.  ■ 


Omission  of 
barbiturates 


Sinclair  Pharmaceuticals  Ltd  have 
reformulated  Bellobarb  omitting  the 
barbiturate  and  have  renamed  the 
product  Bellocarb.  Aluhyde  no  longer 
contains  quinalbarbitone  but  the  name 
will  remain  the  same.  Sinclair 
Pharmaceuticals  Ltd,  Borough  Road, 
Godalming,  Surrey  GU7  2AB.  ■ 


Swine  dysentery 
premix 

E.  R.  Squibb  have  introduced  a 
new  veterinary  product,  Dynamutilin 
2  per  cent  premix.  Each  kg  contains 
tiamulin  hydrogen  fumarate  and  the 
product  is  presented  as  free-flowing 
granules  for  incorporation  in  animal 
feeding  stuffs  (10  X  1kg  sachets,  £50 
trade).  It  is  indicated  for  the 
prevention  and  control  of  swine 
dysentery  caused  by  Treponema 
hyodysenteriae  and  complicated  by 
Fusobacterium  spp  and  Bacteroides 
spp.  One  kg  will  medicate  1  tonne  of 
feed.  E.  R.  Squibb  &  Sons  Ltd,  Reeds 
Lane,  Moreton,  Merseyside.  ■ 


Canesten  cream  2pc 


Bayer  UK  Ltd  point  out  that  their 
new  Canesten  cream  2  per  cent  is 
supplied  in  35g  tubes  with  six 
disposable  applicators,  not  one 
applicator  as  previously  informed. 
Bayer  UK  Ltd,  Hay  wards  Heath, 
West  Sussex.  ■ 
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Beecham  enter  liquid 
soap  market 


Supersoap  is  the  Beecham  entrant  into 
the  liquid  soap  market  with  a  £2 
million  support  programme,  half  of 
which  comprises  television  advertising. 

Under  the  Silvikrin  name 
Supersoap  (£0.99),  after  being  launched 
in  the  south  of  England  and  Wales, 
will  roll  out  and  is  anticipated  to  be 
national  before  the  end  of  the 
Summer. 

Beecham  estimate  over  one-third 
of  Supersoap  sales  will  pass  through 
chemist  outlets. 

Described  as  the  modern 
alternative  to  bar  soap  Supersoap 
comes  packed  in  a  250ml  pump-action 
plastic  container  and  is  dispensed  in 
measures  of  one  millilitre  with,  the 
company  says,  minimal  waste  and  no 
mess. 

By  contrast,  a  bar  of  toilet  soap 
tends  to  become  messier  and  dirtier, 
the  more  it  is  used,  they  say.  And  a 
great  deal  can  be  wasted  through 
extravagant  lathering;  by  water- 
spoiling;  and  by  the  bar  shrinking  to  a 
sliver.  Some  estimates  put  this 
wastage  at  almost  a  quarter  of  the 
original  weight.  The  Supersoap  formula 
comprises  a  skin  conditioner  and  a 
selection  of  mild  soapless  cleansing 
agents.  Packaging  is  available  in  a 
choice  of  blue  or  brown  to  suit  the 
shower,  kitchen  or  bathroom  decor. 

Beecham  believe  solid  toilet  soap 
consumption  reached  saturation  level 
a  long  time  ago.  And,  they  say, 
Softsoap  with  a  20  per  cent  trade 
margin,  exceeds  the  existing  soap 
margins  "which  of  recent  years,  have 


Agfa  competition 


Agfa-Gevaert  are  offering  over  20 
prizes,  including  a  luxury  weekend 
for  two  in  Paris  or  Amsterdam,  in 
a  competition  organised  for  dealers' 
sales  staff  as  part  of  the  company's 
promotion  of  the  Agfa  Family,  the 
first  camera  which  takes  both  movies 
and  still  shots  on  the  same  film. 

Every  time  an  Agfa  Family  is 
sold,  the  assistant  should  complete 
the  guarantee  registration  card  and 
put  his  or  her  own  name  and  the 
dealer's  stamp  on  the  reply-paid 
section.  The  customer  fills  his  own 
name  and  address  in  and  returns  the 
card  to  Agfa,  receiving  a  free 
Moviechrome  40  silent  film. 


seldom  exceeded  15  per  cent". 

Since  the  liquid  toilet  soaps  were 
launched  in  America  two  years  ago 
they  are  estimated  to  have  captured 
15  per  cent  of  the  soap  market  and 
given  it  a  whole  new  "competitive 
vitality". 

Target  groups  for  Supersoap  are  the 
"modern  minded  young"  favouring 
gadgets  and  the  "practical  minded" 
who  recognise  the  no  waste  no  mess 
advantages  of  Supersoap.  "If  the 
liquid  soap  segment  takes  only  10  per 
cent  of  the  toilet  soap  market  sales," 
say  Beecham,  "we  shall  be  very 
satisfied".  Beecham  Toiletries, 
Beecham  House,  Great  West  Road, 
Brentford,  Middx.  ■ 


All  cards  received  by  Agfa  will  be 
included  in  a  monthly  draw  based  on 
the  date  of  receipt  in  each  of  the 
four  peak  summer  months — May 
(which  will  include  April  cards),  June, 
July  and  August.  Prizes  will  be 
awarded  to  the  sales  assistants  whose 
cards  are  drawn  first. 

Each  month  there  will  be  one  first 
prize  of  a  weekend  for  two  in  Part's 
or  Amsterdam,  according  to  the 
winner's  choice.  Agfa  will  cover  the 
expenses  of  two  nights  in  a  hotel  and 
provide  £50  spending  money. 
Alternatively,  the  winner  can  choose 
to  receive  a  cash  prize  of  £200.  There 
will  be  five  runners-up  prizes  each 
month  of  a  Family  outfit  or  £50  in 
cash.  Agfa-Gevaert  Ltd,  27  Great 
West  Road,  Brentford,  Middx.  ■ 


Snap-on  baby  pants 
from  Tommee  Tippee 

Tommee  Tippee  have  launched  a 
range  of  snap-on  baby  pants  (£0.75) 
to  complement  Comfy  Cuff  and 
economy  4  pack  pull-on  baby  pants. 
"Sales  of  these  pants  are  now 
running  at  over  50  per  cent  above 
last  year,"  says  the  company,  and  in 
a  year  of  recession  the  brand  is 
looking  to  further  increase  its  share 
of  the  baby  pants  market  currently 
estimated  to  be  worth  over  £12m. 

The  new  range  is  in  four  sizes — 
small,  medium,  large  and  extra  large 
— and  the  launch  bonus  consisting  of 
two  dozen  free  pants  for  a  set  order 
of  10  dozen  across  all  sizes,  is 
available  only  to  the  chemist  trade, 
which  accounts  for  over  70  per  cent 
of  all  Tommee  Tippee  UK  sales. 
Jacket  International  (UK)  Ltd  Kitty 
Brewster  Estate,  BIyth, 
Northumberland,  NE24  4RG.  ■ 


Radio  boost  for  Oxy 


The  radio  campaign  for  Oxy  has 
moved  into  a  new  phase,  with 
advertising  on  Clyde  &  Forth  Radio 
for  8  weeks  from  April  1. 

Marketing  manager  for  Norcliff 
Thayer,  Duncan  McLaughlin, 
outlines  the  reasons  for  regional 
advertising:  "Our  original  policy  of 
boosting  different  areas  has  paid  off — 
the  increased  market  share  of  9  per 
cent  in  Scotland  and  the  big  jump  in 
sales  in  both  the  Manchester  area  and 
Birmingham  have  proved  that  this 
very  local  approach  works  for  Oxy". 
Norcliff  Thayer  division  of  Berk 
Pharmaceuticals,  Shalford,  Guildford, 
Surrey  GU4  8HE.  ■ 

Sally  Hansen 
addition 

Sally  Hansen  are  introducing  Pearl 
Glaze  nail  colour  in  June.  Described 
as  neither  a  frost  nor  a  gloss  but  a 
"unique  blending  of  colour  and  pearl 
that  gives  you  dimensional  colour 
with  high  shine  and  deep  brilliance 
never  seen  before"  the  nail  colour 
(£1.15)  is  available  in  six  shades 
— chestnut  glaze,  copper  glaze, 
burgundy  glaze,  poppy  glaze,  cerise 
glaze  and  mauve  glaze.  Sangers 
Agencies  Ltd.  Ramsbury  House, 
High  Street,  Hungerford,  Berks.  ■ 
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Car  air  freshener 
from  Bayer 

Bayer  have  introduced  Motor  Fresh 
(£0.95),  a  car  air  freshener  which 
they  say  combines  efficiency  with 
appearance  and  is  designed  to  blend 
unobtrusively  with  the  dashboard 
fascia.  The  product  features  a  matt 
black  plastic  disc  containing  a  perfume- 
impregnated  pad.  Release  of  the 
perfume  is  controlled  by  rotating  the 
outer  part  of  the  disc  which  can  be 
attached  to  the  dashboard  by  a  twin- 
stick  pad  on  the  base.  The  eau-de- 
Cologne  fragrance  said  to  be  effective 
in  combatting  stale  tobacco  smells  is 
estimated  to  last  for  up  to  eight  weeks. 
Motor  Fresh  is  available  in  a  black 
and  silver  display  outer  of  twelve. 
Bayer  UK  Ltd,  200  London  Road, 
Burgess  Hill,  West  Sussex 
RH15  9TP.  ■ 


May  Supersavers 


The  Sangers  Supersavers  for  May  are 
Andrex,  Brylcreem,  Dentu-creme, 
Elnett  hairspray,  Farley's  rusks, 
Harmony  hairspray,  Kotex,  Pears  soap, 
Radox  salts,  Recital,  Robinson's  baby 
food,  SR  toothpaste,  Style  perms, 
Supersoft,  Wilkinson  Sword  Profile 
razor  and  blades  and  ZR  deodorant 
roll-on.  Sangers  Ltd,  225  Oxford 
Street,  London  W1R  IAE.  ■ 


Strenol  acquire  EP 


Strenol  Products  Ltd  have  acquired  EP 

tablets  which  will  be  distributed 

by  Farillon  Ltd,  Romford  Essex.  ■ 


Blister  pack 
cosmetics 


Go  Natural  cosmetics  have  been 
relaunched  in  bright  new  blister  card 
packaging,  "to  take  advantage  of  the 
trend  towards  self-servive  cosmetics, 
originally  introduced  from  the  USA 
several  years  ago." 

The  range  comprises  six  shades  of 
lipstick  and  nail  polish,  black  and 
brown  mascara  and  combination  trios 
of  eye  shawdow. 

All  items  retail  at  £0.59. 
Introductory  stocking  bonuses  are 
available.  Sellaway  Ltd,  23  Union 
Road,  Croydon,  Surrey  CRO  2XU.  ■ 


Carded  thermometer 
and  hygrometer 

Brannan  have  introduced  a  carded  pH 
tester  (£3.90)  and  a  thermometer/ 
hygrometer  (£10.90).  A  pocket 
humidity  chart  is  included  with  the 
hygrometer  and  detailed  instructions 
for  the  products  are  printed  on  the 
back  of  the  cards.  S.  Brannan  &  Sons 
Ltd,  Cleator  Moor,  Cumbria 
CA25  5QE.  ■ 


Stock  up  now  with 

OPAZIMES 

Soon,  everyone  will  be  asking  for  OPAZIMES,  Kaolin  and  Morphine  in 
tablet  form. 

Because  OPAZIMES  are  so  easy  to  slip  into  a  holiday  bag,  or  keep  in  the 
medicine  cabinet. 

And  because  OPAZIMES  are  backed  by  a  big  national  advertising 
campaign. 

So  ask  your  Wigglesworth  Representative  about  the  OPAZIMES  special 
bonus! 


WIGGLESWORTH  LIMITED 

Westhoughton  Bolton  BL5  3SL.  Telephone:  0942  811567 

A  MEMBER  OF  THE  WILLOWS  FRANCIS  CROUP 
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Paddington  models 
and  Nailoid  offer 

Richards  and  Appleby  are  giving  away 
small  Paddington  Bear  models  with 
their  Paddington  soaps.  All  packs 
containing  the  model  and  soap  are 
flashed  with  the  free  gift  offer. 

The  Paddington  trade  promotion 
package  available  until  the  end  of  May 
consists  of  24  Paddington  figure  soaps, 
12  bubble  baths,  12  talcum  powders 
and  12  toothpastes  complete  with  shelf 
merchandiser,  at  a  special  trade 
introductory  price  of  £25.00.  The 
figure  soaps  include  the  free  gift  offer 
to  consumers,  while  stocks  last. 

During  the  same  period  Nailoid 
nail  repair  will  be  available  in  special 
packs  at  a  selling  price  of  99p  (normal 
retail  price  £1.29).  Richards  &  Appleby 
Ltd,  Gerrard  Place,  East  Gillibrands, 
Skelmersdale,  Lanes  WN8  9SU.  ■ 

Offer  extended 

The  offer  of  three  boxes  for  the  price 
of  two  on  Peaudouce  Babyslips 
newborn  size  has  been  extended  until 
the  end  of  May.  Peaudouce  (UK)  Ltd, 
827  High  Road,  London  N12. 
Distributors  Sterling  Health,  St  Marks 
Hill,  Surbiton,  Surrey  KT6  4PH.  ■ 

Two  display  units 

Newey  Goodman  Ltd  have 
developed  two  new  display  units  to 
present  an  assortment  of  their  top 
selling  hair  ornament  lines  in  a  small 
space. 

The  carousel  unit  is  a  chrome 
finish,  revolving  unit  featuring  36 
cards  of  hair  ornaments.  It  offers 
24  sq  ft  of  sales  area  from  16in  of 
counter  space  (£80.60  trade).  The 
pegboard  unit  (£39.73  trade)  is  a 
chrome  finish  fitting  to  hold  18  cards 
of  hair  ornaments.  It  offers  12sq  ft  of 
sales  area  from  11  sq  ft  of  pegboard 
and  fits  any  pegboard  display  stand. 
Newey  Goodman  Ltd,  Robin  Hood 
Lane,  Birmingham  B28  OJG.  ■ 

A  counter  display  unit  is  available  for 
Opilca  depilatory  cream  recently 
introduced  by  Schwarzkopf.  Available  in 
50ml  and  75ml  tubes  (£0.96  and  £1.12) 
advertisements  tor  Opilca  will  appear  in 
Woman's  World,  Cosmopolitan,  Woman's 
Own  and  She  during  the  May-August 
period 


I 
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On  the  Button 

Trade  demand  for  Polaroid's  Button 
camera  and  SX-70  Supercolor  film 
has  been  such  that  the  company  has 
decided  to  increase  and  bring  forward 
the  consumer  advertising  campaign. 

The  increased  budgets  allow  seven 
extra  insertions  in  national  daily 
newspapers  concerning  the  camera 
and  film  and  offering  a  50p  film 
coupon  to  purchasers  of  the  new 
film.  The  extra  support  will  start  on 
April  28 — and  will  be  seen  in  the 
Daily  Mirror,  Star  and  Daily  Mail. 

Polaroid's  main  advertising 
campaign  Starts  on  May  18  with 
the  first  showing  on  television  of  a 
30-second  commercial  featuring  the 
Button  anil  Supercolor  SX-70  film. 
At  the  same  time  34  more  spreads 
will  appear  in  national  daily  and 
Sunday  newspapers  until  the  end  of 
May. 

During  lune  over  5,000  poster 
sites  close  to  shopping  areas  will  have 
Polaroid  Supercolor  posters  bringing 
the  advertising  message  close  to  retail 
levels  and  "constantly  reminding 
shoppers  to  buy  Polaroid  products". 
Polaroid  (UK)  Ltd,  Ashley  Road, 
St.  Albans,  Herts.  ■ 


Braun  refund  on 
Micron  shaver 

POS  cards  and  crowners  are  available 
for  the  latest  Braun  promotion.  With 
the  theme  "Move  up  to  a  new 
Braun  Micron  and  we  will  give  you  a 
£5  reward",  any  purchaser  of  a 
Micron  shaver  is  eligible  for  a  £5 
refund  if  the  reward  voucher  is 
completed  and  sent  in  to  the  company 
with  the  till  receipt  and  guarantee 
card.  The  promotion  runs  until 
June  30.  Braun  Electric  (UK)  Ltd. 
Dolphin  Estate,  Windmill  Road, 
Sunbury-on-Thames,  Middx.  ■ 

Fabahistin  tablets 
on  bonus  offer 

Bayer  are  offering  a  free  20x50mg 
pack  of  Fabahistin  tablets  for  every 
20x20x50mg  ordered.  This  deal 
applies  to  a  minimum  order  of  six. 
Orders  for  12  packs  will  receive  two 
packs  free.  The  offer  is  available  until 
the  end  of  June.  Bayer  UK  Ltd, 
Burrell  Road,  Haywards  Heath,  West 
Sussex  RH16  J  TP.  ■ 


ON  TV 

NEXT  WEEK 

Ln    London      WW  Wales  &  West      We  Westward 


M  Midlands  So  South 

Lc  Lanes       NE  North-east 

Y  Yorkshire  A  Anglia 

Sc  Scotland    V  Ulster 


B  Border 

G  Grampian 

E  Lireann 

CI  Channel  Is 


MIL 

tiKfmsnmtdmhttory 


Anadin:  All  areas 

Bisodol:  Ln,  M,  Lc,  WW,  So 

Colgate  Dental  Cream:  All  areas 

Compound  W:  M,  Y,  NE 

Denivit:  Ln,  M,  Y,  WW,  So,  NE,  A 
Germolene  ointment:  All  except  A,  B,  E 
Gillette  Gil:  All  areas 

Immac:  Ln,  Lc,  Y,  NE,  So.  We 

Listermint:  All  areas 

Oil  of  Ulay:  All  except  E 

Paddi  Cosifits:  All  except  E 

Palmolive  soap: 

Ln,  M,  Lc,  Y,  Sc,  WW,  NE,  G 
Pears  shampoo:  All  areas 

Philishave:  All  areas 

Raintree:  Y 
Rave  soft  hairspray:  All  except  U 

Scholl  Air-pillo  insoles: 

Lc,  Y,  Sc,  NE,  U,  B 
Sweetex:  All  areas 

Topex:  Ln 
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Bottle  feeding  takes  a  turff 
for  the  better. 


At  some  time  or  other  every  mum  has  wished  for  a  method 
of  controlling  the  flow  of  bottle  feeding. 

Now  Griptight  have  developed  a  simple  and  ingenious  way 
of  satisfying  babies  ever  changing  appetites  and  feeding 
requirements. 

It's  done  with  a  special  Variflo  teat.  This  has  an  oval  hole  so 
that  when  the  bottle  is  rotated  through  90°  the  flow  can  be 
regulated. 

And  Qriptight's  understanding,  of  babies  feeding  doesn't 
stop  there. 

The  range  of  teats  from  Newborn  through  Fref  lo  and 
Variflo  develops  through  all  stages  of  feeding. 

Used  with  hygienic  Freflo  polycarbonate  bottles,  feeding 
becomes  more  satisfying  and  enjoyable. 

We're  getting  the  message  over  to  more  mums  than  ever 
before  with  full  pages  in  all  the  mother  and  baby  magazines. 

So  stock  early,  your  sales  are  bound  to  take  a  turn  for  the 

omcmm 

by  Griptight. 
Little  things  mean  a  lot. 

Lewis  Woolf  Griptight  Ltd.,  144  Oakfield  Road,  Birmingham  B29  7EE.  Tel:  021  -472  421 1. 


frefl 
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A  LOT  OF 
WOMENS 
MAGAZINES 
WILL  BE 

PUBLISHING 

BLUE 
PICTURES 
THIS  YEAR. 


THIS  IS  ONE  OF  THE  LOVELIEST  FACES  APPEARING  IN  THIS  YEARS  NIVEA  ADVERTISING. 
NOW  IN  WOMANS  OWN,  COSMOPOLITAN,  COMPANY,  OVER  21,  HONEY  ETC. 
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Herbessence  bath  collection 
to  be  re-introduced 


Helena  Rubinstein  are  to  re- 
introduce the  Herbessence  range 
which  was  last  available  in  the  late 
60's  as  the  Herbessence  bath 
collection. 

Herbessence  is  a  "warm,  opulent 
fragrance".  The  top  note  comprises 


orange,  bergamot  and  lemon.  With  a 
dash  of  nutmeg,  while  the  middle 
note  includes  jasmine,  magnolia  and 
lily  of  the  valley.  Rubinstein  say  the 
lingering  quality  of  a  fragrance 
depends  on  its  base  note,  which  in 
this  case  is  a  blend  of  sandalwood, 


Milumil 

Good  for  Growth 


According  to  a  recent  survey 
Milumil  is  the  No.  2  baby  milk 
in  independent  chemists. 
It's  also  the  fastest  growing 
brand  in  chemists  because 
mothers  unable  to  breastfeed 
find  it  is  the  baby  milk  which 
satisfies. 

Make  sure  your  stock  and 
display  of  Milumil  reflect  this 
rapid  growth. 


Milumil 

Dried  modified  milk  food  for  babies 


Milui 

Dried  modified 


Dried  mi 


Milumil  -  easy  to  mix  and  satisfying 


milupa  The  new  generation  of  Baby  Foods 

Milupa  Limited,  Milupa  House,  Hercies  Road,  Hillingdon,  Middlesex  UB10  9 N A.  Telephone:  Uxbridge  59851 


vetivert,  amber  and  vanilla. 

Herbessence  is  available  in  eau  de 
parfum  spray  (28g,  £3.95  and  56g, 
£6.50),  beauty  bath  (£4.75);  body 
smooth,  a  moisturising  body  lotion 
(£4.75)  and  satin  powder  (£2.95). 
Each  preparation  is  presented  in  a 
burgundy  box  decorated  with  a 
golden  bamboo  motif  to  reflect  its 
oriental  heritage.  Helen  Rubinstein 
Ltd,  Central  Avenue,  West  Molesey, 
Surrey  KT8  ORB.  ■ 


Cinema  vouchers 


Colgate-Palmolive  are  mounting  their 
biggest  ever  consumer  promotion  for 
Colgate  Dental  Cream,  costing  over 
£100,000.  Over  7  million  promotion 
packs  will  carry  a  cinema  token  value 
and  with  10  tokens  purchasers  will  be 
able  to  apply  for  two  free  children's 
cinema  ticket  vouchers  to  be  used  in 
Odeon,  Gaumont,  Studio,  Cinecenta 
and  Classic  cinemas.  The  promotion 
will  also  run  in  Northern  Ireland. 
Advertising — in  Woman  &  Home, 
Good  Housekeeping,  Family  Circle 
and  My  Weekly  plus  children's 
comics — will  contain  three  starter 
tokens.  There  will  be  in-store 
showcards,  and  posters  and  leaflets 
in  cinema  foyers.  The  company  will 
donate  1,000  vouchers  toDr 
Barnardo's.  Colgate-Palmolive  Ltd,  76 
Oxford  Street,  London  W1A  1EN.  ■ 


Handyman  glove  for 
DIY  enthusiast 


LRC  Products  have  introduced  a  new 
glove  for  the  home  improvement 
enthusiast. 

The  handyman  glove  described  as 
a  unique  combination  of  rubber  and 
nitrile  which  prevents  absorption  of 
oil  and  grease,  is  said  to  be  more 
resistant  to  abrasion,  scuffing  and 
tearing. 

"This  new  glove  is  strong  enough 
to  deal  with  most  heavy  jobs  around 
the  house  and  with  the  growing 
interest  in  DIY  we  believe  that 
handyman  has  the  potential  to  fill  a 
gap  in  this  market,"  says  Chris  Bell, 
LRC's  marketing  manager  for  gloves. 

Handyman  is  a  blue  glove  and 
comes  available  in  four  sizes,  small, 
medium,  large  and  extra  large  (£1.20) 
and  comes  in  outers  of  one  dozen. 
LRC  Products  Ltd,  North  Circular 
Road,  Chingford,  London  E4  8QA.  ■ 
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Saving  time  and  money 
in  training  reps 

Medical  representatives  require  a  high  level  of 
training — training  which  is  usually  time-consuming 
and  very  expensive.  However  one  company  thinks  it 
can  provide  answers  to  some  of  the  problems. 


It  is  not  difficult  to  guess  the  business 
of  a  company  called  Cambridge 
Communication.  They  are,  in  fact, 
specialists  in  the  process  of 
communicating  complex  information. 

It  might  be  thought  that  in  the 
literate  1980s,  such  a  specialised  skill 
is  unnecessary:  in  fact  it  appears  more 
necessary  than  ever.  As  complex 
technology  becomes  more  and  more  a 
part  of  our  lives,  so  our  ability  to 
communicate  in  a  straightforward 
manner  seems  to  diminish.  Officialese, 
jargonese,  technicalese  are  all  words 
coined  to  describe  the  way  verbal 
information  is  badly  presented. 

Cambridge  Communication  will 
devise  ways  of  communicating  almost 
anything  for  anyone.  Most  of  their 
work  comes  from  businesses  who  want 
data  prepared  for  their  employees  to 
read,  whether  for  instruction  or 
information.  For  pharmaceutical 
companies  it  is  almost  entirely 
instructional. 

The  present  company  was  started, 
with  four  people,  in  1964,  under  the 
title  Cambridge  Consultants  (Training) 
Ltd.  It  is  still  small,  now  employing  15. 
Each  job  is  handled  by  either  one  or 
two  people  who  carry  out  the  detailed 
writing  before  the  lay-out  is  discussed 
with  the  studio. 

Two  types  of  entrant 

Medical  representatives  can  broadly 
be  divided  into  two  categories — those 
with  a  scientific  background,  including 
pharmacists,  and  those  with  sales 
experience  but  little  or  no  knowledge 
of  science.  Their  training  is  obviously 
different  and,  for  those  with  no 
scientific  background  may  need  to  be 
highly  intensive.  The  Association  of  the 
British  Pharmaceutical  Industry  has 
laid  down  guidelines  for  the 
performance  of  representatives  and 
conducts  an  examination  to  ensure 
that  the  profession  has  some  status.  So 
as  well  as  specific  knowledge  about 
their  company's  products, 
representatives  may  also  need  general 
training  in  anatomy,  physiology, 
diseases  etc  to  enable  them  to  pass  the 
ABPI  exam. 

For  training  medical  representatives, 
Cambridge  Communication  provide 
self-instructional  materials  to  lessen 
the  amount  of  in-house  training 


required.  This  usually  takes  the  form 
of  a  manual  providing  the  required 
knowledge — whether  this  is  general 
physiology  or,  more  usually,  specific 
details  about  their  company's  newest 
drug.  Representatives  can  work 


through  the  manuals  in  their  own 
time  or  in  any  spare  time  throughout 
the  working  day  such  as  sitting 
around  in  a  doctor's  surgery.  Some 
companies  give  their  employees  about 
half  a  day  off  every  week  for  training. 

The  method  used  has  been  referred 
to  as  "programmed  instruction" 
although  they  prefer  the  term  "self- 
instruction".  Dr  Ralph  Rickards, 
marketing  director  (who  holds  his 
doctorate  in  chemistry)  is  responsible 
for  most  of  the  pharmaceutical 
training.  He  points  out  that  in  order 
for  such  a  manual  to  be  effective  there 
are  several  requirements.  The 
information  must  be  presented  in  a 
logical  sequence  geared  to  the  right 
level  and  there  must  be  a  way  of 

Continued  on  p742 


Metat  one  Tonic 

-part  of  the  family 


PARKE-DAVIS 


part  of  the  Warner-Lambert  Group 

good  products  for  you  and  your  customers 

Active  Ingredients:  Vitamin  B,  Ph  Eur,  Calcium  glycerophosphate,  Potassium  glycerophosphate. 
Sodium  glycerophosphate.  Manganese  glycerophosphate 
Parke-Davis  &  Co.,  Usk  Road,  Pontypool,  Gwent  NP4  OYH 
Further  information  and  data  sheet  available  on  request.    'Trade  mark  R81056 
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One-call  stocking 


Since  we  started  in  September  we've 
doubled  in  size  and  added  more  top 
names  to  our  original  client  list.  Sangers  Agencies  seem  to  be 
catching  on. 

Maybe  it's  the  reliable  friendly  professional  service,  from  a 
company  whose  main  interest  is  the  chemist  trade.  Maybe  it's  the  extra 
profit  on  some  of  your  best-selling  items.  Maybe  it's  the  fact  that  we 
are  introducing  profitable  new  lines  that  haven't  been  available  to 


\GENCES 


hemists  before.  Maybe  it's  because  a  single  visit  from  a  Sangers 
Agencies  representative  will  dispense  with  a  number  of  time-wasting 
ninor  sales  calls  -  the  benefit  of  one-call  stocking. 

It  makes  sense  to  Philips,  Varta,  Energen,  MoDo,  Urocare  and 
ally  Hansen. 

It  makes  sense  to  you. 

And  like  all  good  ideas,  it's  going  to  go  on  growing.  Backed  by 
ur  name.  Sangers  Agencies.  Telephone  Hungerford  (04886)  3555. 


SANGERS 

Agencies 


People  behind 
the  statistics 


The  following  pen-portraits  of 
pharmacies  which  closed  in  March, 
and  of  the  pharmacists  who  ran  them, 
are  drawn  from  local  papers. 

Taunton's  oldest  shop,  Adcock's 
the  chemists  Which  has  done  business 
in  Fore  Street  since  1815  closed  on 
March  21  says  the  Western  Morning 
News. 

The  proprietor,  Mr  Henry 
Adcock,  is  reported  to  have  retired 
and  sold  the  Regency  premises  to  the 
Prudential  Assurance  Company  for 
£250,000. 

Another  historic  pharmacy  to  close 
in  March  was  Irving's  the  chemists 
in  Sheep  street,  Skipton. 

The  report  in  the  Craven  Herald 
and  Pioneer  talks  of  the  "pol'ished 
wooden  drawers  'bequeathing  an  aroma 
peculiar  to  old-type  chemists." 

The  pharmacy  had  a  life  span  of 
135  years  and  was  owned  since  1959 
by  the  West  Yorkshire  Co-operative 
Society.  The  business  is  be'ing 
transferred  to  new  premises  at  Sunwin 
House.  Pharmacist  manager,  Mr 
Walter  Ecroyd  Will  operate  the  new 
dispensary  but  regrets  the  closing 


down  of  the  original  shop. 

A  series  of  break-ins  at  his 
pharmacy  'in  Dundee  forced  Mr  David 
Wallace  to  advance  his  retirement  by 
several  months.  This  story  was  covered 
by  the  Dundee  Courier  &  Advertiser 
and  details  the  Sfix  or  seven  break-ins 


to  the  premises  at  146  Hilltown  this 
year. 

Mr  Wallace  who  is  a  Fellow  of  the 
Society  has  run  the  Hilltown  business 
for  30  years  and  will  celebrate  his 
retirement  with  a  holiday  in 
Switzerland.  ■ 


Training  representatives 

Continued  from  p739 
forcing  the  reader  to  respond  to  it — 
by  a  question  and  answer  technique, 
for  example.  There  should  be  some 
method  of  feedback  so  the  trainee's 
progress  can  be  monitored — here  again, 
questions  and  answers  are  useful.  It 
is  obviously  important  too  that  the 
text  should  be  interesting  and 
illustrations  are  an  integral  part  of  the 
method. 

Programmes  are  normally  tailor- 
made  for  each  client  and  can  be  used 
by  all  the  employees  as  a 
pharmaceutical  company  will  usually 
employ  representatives  with  similar 
qualifications.  However,  sometimes  a 
programme  which  caters  for  reps  with 
different  qualifications  is  necessary, 
especially  for  international  companies. 
Roussel  Uclaf  asked  Cambridge 
Communication  to  devise  one 
programme  for  representatives  with 
a  wide  range  of  qualifications  and 
experience  in  several  countries.  This 
was  solved  by  a  scheme  which  enabled 


trainees  to  skip  sections  of  which  they 
felt  confident  and  provided  constant 
assessment  so  they  could  check  their 
progress. 

So  can  such  self-instructional 
training  save  pharmaceutical  firms  both 
time  and  money?  The  cost  of  a 
programme  will  vary  tremendously 
according  to  the  amount  of 
information  required,  but  is  usually 
between  £5,000  and  £25,000.  Dr 
Rickards  points  out  that  for  most 
companies  this  would  only  be  a  small 
part  of  their  promotional  budget  for 
an  entirely  new  product.  It  has  to 
balance  against  the  money  normally 
spent  in  classroom  instruction,  hotel 
accommodation  training  personnel 
and  perhaps  most  importantly,  the 
working-hours  lost.  About  four  years 
ago,  one  company  worked  out  that  it 
lost  £3,000  every  time  a  representative 
was  off  the  road  for  a  week,  he  says. 
With  figures  like  this  and  the  fact  that 
a  typical  salesforce  costs  about 
£1  million  per  annum,  self-instruction 
could  be  an  attractive  proposition.  ■ 


Cobdrul 

cream  or  lotion  ^/ 


Calodryl  for  sunburn 

q  most  worthwhile  recommendation 

Caladry!  is  a  product  you  can  recommend  with  confidence  for  the 
pain  and  irritation  of  sunburn.  CaladryTs  unique  formulation  ensures 
soothing  relief  and  is  available  as  both  lotion  and  cream. 
An  effective  treatment  for  your  customers  and  a  profitable 
professional  product  for  the  Pharmacy. 

PARKE- DAVIS 
part  of  the  Warner-Lambert  G  roup. 

good  products  for  you  and  your  customers 


Active  Ingredients 

Calamine  USP 

Diphenhydramine  Hydrochloride  BP 
Camphor  BP 

'Trade  markR81058 


Product  Licence  Holder 

Parke-Davis  and  Company. 
UskRoad.Pontypool.Gwent  NP4  0YH 
Further  information  and  data  sheets 
are  available  on  request 
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fIGHT  GUP! 
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protect  you  and  youn 


ORIGINAL 

251 

EXTRA 

FREE 


_/o  FILL 

BASED  ON  RSP.  FOR  50  ml  BOTTii 


confidence  beyond 
question  in  a  roll-on 
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'90  ml  for  nc  priMd' 


Gillette 


ANTI-PERSPIRANT 


Helps  protect 
and  your  clothes 


FAMILY  SIZE 


EAK  SEASON  OFFER  ACROSS  THE  RANGE 

O  BUY  MORE  NOW  I 


£m  strong  new 
advertising  campaign 
is  encouraging  your 
customers  to  ask 

for  SE ATONE 


Will  the  sales 
and  profits 


McFarlane  SEATONE  is  the  first  and  original  New 
Zealand  Green-Lipped  Mussel  Extract  marketed  in 
England. 

It  consistently  outsells  all  other  brands. 
Its  a  product  you  can  sell  with  complete  confidence. 

^^^^  It's  supported  by  a  full  selection  of  sales  aids 


VI  Ml  1  B^^^  r  including  window  bills  and  streamers  .  .  . 

A  ^^J^^J  Aaw  •    display  outers  .  .  .  counters  and  shelf  disn 


McFARLANE 


r        iw  •    display  outers  . . .  counters  and  shelf  displays 
. . .  large  showcards . . .  leaflets . . .  mobiles . . .  shelf  wobblers 
. . .  even  specially-lacquered  New  Zealand  Green-Lipped 
Mussel  shells  to  attract  curiosity. 

Now  it's  also  supported  by  a  strong,  persuasive, 
continuing  advertising  campaign  in  publications  such  as 
Choice,  Grace,  Healthy  Living,  Here's  Health,  The  Lady, 
Prevention,  She  and  Yoga  Today. 

Can  you  think  of  any  reason  why  your  store  shouldn't 
be  among  those  who  profit  from  all  this? 


SEATONE 


McFarlane  Laboratories  (UK)  Ltd. 

llth  Floor,  New  Zealand  House, 
Haymarket,  London  SW1Y  4TE,  England. 
Telephone:  01-930  8028 


To  begin  with,  we  care 

extract  has  a  reputation  for 
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intend  to  keep  it  that  way.  We  careT 
can  be  sure.  es 


u  „I.iV?cFar,ane  9ro 
shellfish  "from  seed  t, 
own  scientificaJIy-c 
New  Zealand. 

McFarlane  harvest  ti,( >  mar. 
mussels  in  our  own  special  fiJ? 
vessels.  Test  the  shelEfofSh,n9 
;°n*aminationand  purity.  F 
ry  the  extract  with  our  own 
'rocess.  Encapsulate  and  be 
our  own  machines, 
factories. 

sis  SEak  )\if 


arlane  w 
worry  takin 
this  is  why  it  outsells 
mussel  extracts. 

And  why  you  she 
0  makes  it. 

SEATONEisavajl 

leadmg  health  food  stores,  Boots  a 
*her  chemists.  Insist  on  i by 
What  s  sure 
is  pure 


#™&f  D  NEW 
i  •«  LIPPED  MUSSEL 


o 


NETVtf  i 

1.0 

no  CAPSULE 


MA* 
ffift* 


IOO%PURE 


McFarlanc  Laboratories  « Jio  I  *a 
11th  Floor,  New  ZealSHS1-"- 

E„agS'CtL°nd0nSWlY4^ 
"telephone:  01-930  8028 
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Introducing  the  most 
extraordinary  development 
in  the  Sanpro  market :  dry  comfort 

with  Parity  Pads'  unique  newTendasoft  cover. 


Dry,  softer,  very  comfortable,  pleasant.  These 
are  not  our  words,  but  the  words  used  by  women 
who  have  tried  new  Panty  Pads  with  Tendasoft 
during  research. 

Tendasoft  is  a  unique  new  material,  specially 
designed  to  stay  dry  throughout  use.  With  it,  Panty 
Pads  offer  women  full  protection  in  a  softer,  more 
comfortable  way. 

Make  sure  you  get  your  share  of  the  comfort- 
able profits  in  new  Panty  Pads  with  Tendasoft:  get 
your  order  in  before  your  customers  find  out 
about  them. 

And  find  out  they  will,  very  soon.  Because 
we'll  be  spending  £1,000,000  in  6  months  to  make 
sure  they  do! 


The  Tendasoft  cover  stays  dry  and 
comfortable  to  wear  throughout 
use  because  it  allows  the  flow 
through  to  the  inner  fleece. 


Panty  Pads  withTendasoft 
Protection  wrapped  in  comfort. 
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Tampax  woo  Lil-lets 
users  with  Tampets 

Tampax  without  an  applicator  goes  against  the  grain 
but  it's  here,  and  now,  available  as  Tampets.  So 
what's  to  happen  to  the  market  we  used  to  know 
where  Lil-lets  were  the  doyen  of  the  non-applicator 
sector  and  Tampax  ruled  the  applicator  roost? 


Are  Tampax  so  worried  by  the 
Lil-lets'  share  of  the  tampon  market 
that  they  feel  a  need  to  participate 
in  this  success?  Or  are  they  seeking 
pastures  new  for  the  fun  of  it — and 
of  course,  the  pennies — in  which  case 
the  obvious  area  is  seemingly  the 
Lil-lets  patch. 

L'ilia-White  meanwhile  are  acting 
unconcerned  and  say  they  had  been 
anticipating  the  Tampax  move  for 
some  time,  having  monitored  the 
initial  Tampets  launch  in  Holland. 

"Our  observations  suggest  that 
Tampax  have  not  met  with  too  much 
success  with  their  new  digital  product 
in  Holland,  and  we  think  they  could 
well  be  disappointed  here"  says  Philip 
Barnes  for  Lilia-White. 

"Nevertheless,  it  is  interesting  that 
after  nearly  50  years  in  the 
applicator  market,  Tampax  have 
recognised  the  ultimate  consumer 
benefit  of  the  digital  tampon,  and  are 
now  attempting  to  copy  what  we  have 
been  doing  successfully  With  Lil-lets 
for  the  past  25  years." 

In  reply,  Tampax  point  out  that 
their  company  "created  the  tampon 
market  over  40  years  ago,  and  has 
enjoyed  a  unique  success."  In  1980 
it  had  its  best  sales  year  ever  in  the 
UK,  they  say,  remaining  not  only 
the  brand  leading  tampon  but  also 
the  biggest-selling  sanpro  brand. 

"Tampax,  a  one-product  company, 
undertook  a  radical  review  of  its 
marketing  operations  two  years  ago 
and  Tampets  is  the  first  indication 
that  continued  success  is  seen  to  be 
with  new  products." 

With  the  endorsement  of  the 
Tampax  name  and  free  from  the 
hostile  publicity  regarding  plastic 
applicators  and  deodorants  Tampets 
may  well  succeed  in  this,  a  market 
of  high  brand  loyalty  where  it  takes 
a  number  of  years  to  build  a 
worthwhile  brandsbare. 

"Consumers  are  very  polarised 
in  their  choice,  and  highly  loyal  either 


to  applicator  or  digital  tampon 
systems"  say  Tampax.  But  they 
consider  "the  timing  right  to  offer 
digital  users  the  comfort  of  Tampax 
tampon  construction." 

Not  surprising  really.  Tampax 
have  seemingly  sat  back  on  their 
laurels  of  cardboard  applicators  and 
watched  the  digital  tampon  capture 
a  37  per  cent  share  of  the  £34m 
market.  Remember  the  pre- 1954  days 
before  the  advent  of  Lil-lets?  The 
market  has  of  course  grown  in  size 
since  then  but  Lil-lets  seem  to  have 
been  the  major  beneficiary  in  the 
catch-them-young  loyalty  stakes. 

"We  can  understand"  say  Lilia- 
White,  "that  Tampax  are  worried  b: 
the  success  Lil-lets  has  achieved  in 
the  young  market.  Independent 
research  tells  us  that  Lil-lets'  brand 
share  amongst  the  under-twenty- 
year-olds  is  now  one  third  greater 
than  Tampax  applicator  tampons." 


High  brand  loyalty 

Alan  Thornton,  Tampax  marketing 
director  believes  that  once  a  woman 
uses  tampons  she  is  very  reluctant  to 
return  to  external  protection.  And 
the  same  can  also  be  said  regarding 
the  type  of  tampon  she  uses. 

Young  usership  is  high — 70  per 
cent  of  the  19-24s,  say  Tampax, 
against  51  per  cent  of  the  35-44s — 

Tampets:  "the  benefits  of  the  Tampax 
method  incorporated  into  a  digital 
version". 


automatically  expanding  the  market 
as  the  girls  grow  older.  But  who  will 
benefit?  Did  Tampax  believe  it  would 
be  Lil-lets — hence  the  arrival  of 
Tampets  with  "the  benefits  of  the 
Tampax  method  incorporated  into  a 
digital  version." 

Tampax  describe  their  new  addition 
as  having  a  rounded  tip  for  comfortable 
insertion,  a  smaller,  compact  size 
giving  the  same  standard  of 
absorbency,  an  indentation  at  the  base 
of  the  tampon  for  easier  insertion, 
a  securely-stitched  withdrawal  cord 
and  a  discreet  white  wrapper. 

The  bickering  between  tampon 
manufacturers  can  only  intensify  With 
this  launch  and  round  two  is  already 
underway  concerning  tampon 
absorbtion.  The  Tampets  tampon 
"absorbs  by  surface  contact  unlike 
its  competitors"  say  Tampax. 
"Widthway-only  products  may  fit 
rather  like  a  plug,  and  can  be 
uncomfortable  and  difficult  to  remove. 
Tampax  tampons  fit  flexibly,  and 
withdraw  easily." 


No  improvement  needed 

"We  have  never  found  it  necessary 
to  'improve'  Lil-lets  by  adding 
super-absorbent  materials  or 
deodorants"  retorts  Philip  Barnes 
of  Lilia-White.  "Lil-lets'  Widthways 
expansion  makes  it  a  supremely 
efficient  product,  as  is  testified  by  the 
millions  of  satisfied  consumers  it  has 
attracted  over  the  years." 

One  point  both  companies  do 
agree  on  is  the  continued  growth 
within  the  tampon  sector.  Lilia-White 
believe  that  Lil-lets,  "with  its  strength 
among  young  users  and,  its  high 
brand  loyalty,  will  take  the  major 
share  of  this  growth.  It  is  already  a 
fact  that,  outside  the  USA  the  digital 
tampon  of  the  type  identical  to  Lil- 
lets,  holds  a  bigger  share  of  total 
world  tampon  sales  than  applicator 
versions. 

"Therefore,  the  addition  of  a 
further  digital  tampon  to  the  UK 
market  is  going  to  accelerate  growth 
of  this  sector  at  the  expense  of 
applicator  tampons.  Thus,  Lil-lets' 
long  term  objective  of  overall  brand 
leadership  in  the  tampon  market,  as 
well  as  among  young  users,  is  now  that 
much  closer." 

Tampax  concede  that  press-on 
towels  have  improved  and  there  is  less 
pressure  to  convert  to  tampons.  "With 
the  launch  of  the  various  improved 
towels  over  recent  years  the  long-term 
trend  to  tampons,  away  from  external 

Continued  overleaf 
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Relaunches  and  repackaging 
keep  the  towel  market  active 
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Continued  from  p747 

methods,  was  halted.  However,  in 
1980,  the  external  market 
experienced  a  4  per  cent  decline — 
its  first  for  five  years.  Tampons  grew 
by  8  per  cent. 

"With  the  massive  launch  activity 
surrounding  Tampets  by  Tampax 
staffing  May,  it  is  certain  that 
competition  between  the  Houses  of 
Tampax  and  Lilia  Will  intensify  even 
further,  helping  the  market  grow  at  an 
even  quicker  pace." 

The  one  question  neither  company 
can  answer,  despite  their  advertising 
spends  and  promotions,  is  who  Will 
get  this  anticipated  growth.  That 
depends  ultimately  on  the  consumer 
— with  retail  stockists  also  having 
some  influence. 


. . .  And  the  others 

Aside  from  this  confrontation 
Johnson  &  Johnson  are  quietly 
test-marketing  their  Assure  tampon. 
And  Playtex?  Well,  they  are  keeping 
very  quiet  indeed  and  had  nothing 
new  to  tell  C&D  for  this  special  issue. 

This  time  last  year  managing 
director  Nick  Scard'ina  was  confidently 
predicting  the  Playtex  tampon  would 
capture  a  high  percentage  of  sales 
from  the  existing  'brands  and  expand 
the  British  market.  How  the  forecast 
has  stood  the  test  of  time  is  not 
revealed.  The  only  clue  comes  from 
Tampax:  "At  this  point  it  does  seem 
that  deodorised  tampons  and  those 
with  plastic  applicators  have  not 
been  well  received  by  the  consumer 
1     and  it  is  unlikely  that  they  will  offer 
long-term  volume  potential." 

A  recent  Mintel  report  credits 
Playtex  with  a  3  per  cent  share  of  the 
tampon  market  and  says  that  although 
initial  trial  rates  were  high,  a  large 
number  of  customers  returned  to  their 
usual  brand. 

Consumer  resistance  to  plastic 
applicators  for  disposal  reasons  has 
been  suggested,  and  women,  it 
appears  objected  to  the  suggestion 
that  they  needed  an  internal  deodorant. 
In  November  IPC  editors  banned 
deodorant  tampon  advertising  in  the 
women's  Press. 

With  Playtex  meeting  such  a  mixed 
reception  Johnson  &  Johnson  have 
continued  their  policy  of  no 
comment  concerning  the  Assure 
tampon. 

On  test  since  August  in  Ipswich 
and  Swansea  this  tampon  has  two 
absofbencles,  regular  and  super,  and 
comes  either  deodorised  or  non- 
deodorised.  No  information  is  available 
on  consumer  acceptance. 


Towels  appear  to  be  holding  their 
own  in  the  sanpro  market  despite 
the  slow  trend  towards  tampons.  One 
reason  say  Robinsons  of  Chesterfield, 
could  be"the  growing  use  of  mini 
pads  and  panti  towels  which  have 
gone  some  way  to  increasing  the 
market  share  for  towels." 

Represented  in  all  sectors  of  the 
market  Lilia-Whlte  say  they  continued 
to  hold  a  major  position  in  the 
chemist  sanpro  market  in  1980  with 
an  overall  share  of  39  per  cent. 
Looped  towels,  Dr  White's  and  Lilia 
held  69  per  cent  of  sales  through 
chemists,  stick-on  towels,  Panty  Pads, 
Fancy  Free  and  stick-on  Lilia,  held 
26  per  cent  of  that  market.  Fastidia 
had  28  per  cent  of  the  mini  pad 
market  and  Lil-lets  43  per  cent  of 
tampon  sales  through  chemists.  And, 
they  say,  all  major  brands  will  he 
aggressively  promoted  and  advertised 
in  1981. 

Fancy  Free,  re-launched  in  August 
last  year  was  re-packaged  in  a  carton, 
in  order  to  be  displayed  with  normal 
sanitary  protection,  not  with  mini 
pads  which  its  size  had  suggested. 
Lilia  claim  that  independent 
research  indicates  the  towel  has  the 
youngest  consumer  profile  on  the 
market.  "This  strong  appeal  to  the 
young  user,  many  of  whom  prefer 
to  purchase  sanpro  through 
chemists,  is  going  to  ensure  healthy 
growth  in  years  to  come." 

Other  activity  includes  newly 
designed  packaging  for  Dr  White's 
to  give  greater  shelf  impact.  Outers 
were  changed  to  two  and  four  dozen, 
bringing  the  brand  in  line  With  other 
Lilia-Whlte  products.  Looped  Lilia 
have  also  been  repackaged.  "The 
basic  design  remains  but  With  the 
increasing  number  of  brands  fighting 
for  shelf  space  strong  designs  are 


necessary  as  an  aid  to  brand  image 
and  identification.  Outers  have  also 
been  changed  to  two  and  four  dozen." 

The  Panty  Pads  re-launch  at  the 
beginning  of  March,  says  the  company, 
was  designed  to  highlight  the 
introduction  of  the  new  Tendasoft 
cover.  A  material  which  has  been 
researched  and  developed  over  the 
last  10  years  at  a  cost  of  £1  million: 
"Tendasoft  will  give  greater  comfort 
than  almost  any  other  towel  on  the 
market  today."  The  three  absorbencies 
of  Panty  Pads  are  in  re-styled  packs  of 
lilac,  peach  and  green;  the  basic  style 
unchanged,  but  the  effect  is  more 
colourful  and  essentially  feminine. 

Panty  Pads  will  be  supported  by 
an  advertising  campaign  through 
women's  magazines  and  promotional 
support  to  the  value  of  nearly  £1 
million.  A  consumer  promotion  in 
the  April  25  issue  of  Shopping  Scene 
Will  carry  a  lOp  coupon  off  next 
purchase. 


Simplicity  relaunch 

Kimberly-Clark  claim  a  30  per 
cent  share  of  the  1980  towel  market 
for  their  Kotex  range  and  predict  this 
will  increase  by  2  per  cent  this  year. 
In  comparison  Dr  White's  held  a  41 
per  cent  share  of  the  market  but  will 
see  a  3  per  cent  decrease  they  say. 

Kotex  Simplicity,  together  with 
Kotex  Sylphs  has  captured  40  per 
cent  of  sales  in  the  press-on  sector  and 
is  the  leading  press-on  towel,  say 
Kimberly-Clark,  who  are  in  the 
process  of  relaunching  the  brand. 
No  change  is  being  made  to  the 
product  but  pastel  colours  and  clear 
lettering  have  been  incorporated  in 
packaging  to  give  more  POS  impact. 

Continued  overleaf 
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He's  right,  of  course.  KB^SM^^ 
Lil-lets  has  56%  share  of  die  WpmSi^^^ 

teenage  market  and  enjoys  MfflfjPji^fr^^^B 

brand  loyalty  greater  than  any 

other  sanpro  product.  H|H^^^ 

Brand  leader  with  the  young. 
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The  relaunch  is  being  supported 
by  an  on-pack  offer  of  two  free  towels 
per  pack  for  both  sizes  of  Simplicity 
together  With  an  advertising  and 
promotional  campaign. 

While  agreeing  that  press-on 
towels  are  taking  over  from  the 
traditional  looped  towels  as  the  most 
popular  form  of  external  protection 
Rohinsons  of  Chesterfield  believe  that 
"Although  the  share  for  looped  towels 
is  declining,  sales  of  cotton  wool 
looped  towels  (such  as  Supersure 
Mene  towels)  which  are  only 
manufactured  by  Robinsons,  remain 
stable.  Approximately  80  per  cent 
of  Supersure  Mene  towels  are  sold 
through  chemists. 

"Chemists  combined  have  held  a 
steady  57  per  cent  of  the  towel  market 
over  the  past  three  years,  while 
multiple  grocers  have  increased  their 
share  from  19  per  cent  at  the 
beginning  of  1978  to  29  per  cent  at 
the  end  of  1980,"  they  say. 

The  company  also  reports  that  the 
introduction  of  the  20s  packs  of 
Supersure  mini  pads  in  the  latter 
part  of  1980  has  proved  successful 
increasing  their  market  share. 


Advertising— the 
channels  open 


Following  experimentation  in  1980 
the  Independent  Broadcasting 
Authority  ruled  that  television  was 
not  to  be  a  medium  open  to  the 
sanpro  manufacturers. 

This  decision  follows  over  1 ,000 
letters  of  complaint — "the  largest 
number  of  complaints  ever  received 
by  IBA  against  a  particular  product 
group."  The  complaints  were  not 
aimed  at  the  products,  presentation 
or  content  of  the  adverts  but  that  they 
were  advertised  at  all  on  television, 
essentially  a  family  medium. 

Tampax  agree  that  a  family 
medium  is  not  suitable  for  sanpro 
advertising.  "As  an  established  brand 
leader,  television  for  us  would  have 
been  used  only  in  a  defensive  role; 
we  would  have  had  to  increase  our 
advertising  expenditure  substantially 
to  maintain  the  same  degree  of 
impact  to  women  in  View  of  high 
wastage.  After  all,  half  of  the  people 
watching  television  are  men. 

"The  advantage  of  television 
would  have  been  to  incoming  brands, 
where  a  fast  impact  can  be  made  on 
the  consumer.  No  doubt  the  lack  of 
television  will  prove  a  great  hindrance 


Regarding  the  economic  situation 
Robinson's  believe  that  "With  the 
recession  continuing  to  bite,  there 
are  indications  that  consumers  are 
seeking  competitively  priced  products. 
That  Robinsons  have  maintained  their 
share  of  the  towel  market,  can  be 
attributed  not  only  to  their  competitive 
pricing  of  quality  products  but  to 
consumer  brand  loyalty."  It  is  therefore 
important,  they  say  "that  the  chemist 
should  continue  to  offer  the  consumer 
a  wide  choice  to  maintain  his  share 
of  the  market." 


Optimism  in  the 
mini-pad  market 

Figures  seem  to  indicate  that  the 
secondary  protection  sector  meets  a 
consumer  needs  without  dramatically 
eating  into  the  towel  or  tampon 
business — benefiting  from  the  current 
consumer  trend  of  using  more  than 
one  brand. 

How  big  the  sector  Will  grow  is 
difficult  to  predict  so  the  companies 
involved  can  be  forgiven  for  any 
optimism  on  their  part. 

Lilia-White  believe  that  although 
the  mini  pad  market  levelled  out  at 
8  per  cent  after  several  years  of  very 
high  growth  it  has  to  be  viewed  as  a 
growth  area  "even  if  the  anticipated 
upward  trend  is  temporarily  slowed." 


»  much  cornier:  Oraifruxn  peace ofminfi  ilncdraullyHii  .i>"   esmdfl  . 
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to  any  new  entrant." 

Johnson  &  Johnson  used 
television  to  launch  Carefree  and 
Vespre,  Playtex  to  support  their 
tampons  and  Kimberly-Clark  to 
support  Simplicity. 

Kimberly-Clark,  however, 
believe  that  in  the  near  future, 
feminine  hygiene  advertising  could 
return  to  television  at  certain  viewing 
times.  Meanwhile  they  will  be  closely 
looking  at  the  possibility  of  radio 
advert'ising  after  a  successful 
campaign  on  Radio  Luxembourg  last 
year  for  Kotex  Sylphs.  (Tampax  also 
used  Luxembourg.) 


Fastidia  10s  are  currently  carrying  an 
offer  of  a  free  mini  pad  holder. 
"Carefree  panty  shields,  as  brand 
leader  in  the  secondary  protection 
market,  already  account  for  25  per 
cent  of  all  mini-pad  sales  against  no 
fewer  than  seven  competitors,"  say 
Johnson  &  Johnson.  And  they  have 
now  added  a  deodorant  Carefree,  in 
a  lilac  pack. 

Extensive  research,  they  say,  has 
shown  that,  as  the  first  external  sanpro 
product  offering  a  deodorant,  new 
Carefree  answers  a  consumer  need  for 
freshness  and  confidence.  The  product 
is  reported  to  have  already  met  With 
considerable  success  in  Germany  and 
the  USA. 

Since  Carefree  was  introduced  in 
1978,  the  secondary  protection  market 
has  doubled  in  volume  they  say.  And 
With  the  new  addition  Johnson  & 
Johnson  predict  that  it  will  grow  still 
further,  forecasting  at  least  a  14  per 
cent  share  of  external  sanpro  in 
1981.  (In  1978  secondary  protection 
held  a  4  per  cent  share.) 

Carefree  will  be  supported  by 
£325,000  this  year  and  Vespre 
£800,000. 

(Vespre,  say  J&J,  now  holds  a 
4.5  per  cent  share  of  the  towel  market 
in  unit  terms  and,  they  say,  future 
strategy  will  be  "to  secure  trial  and 
usage  of  Vespre  as  a  full  period 
protection  Which  offers  outstanding 
discreetness  and  comfort  as  a  result 
of  its  slim  nature.") 


By  far  the  major  portion  of 
advertising  spends  will  however 
appear  in  the  consumer  Press.  Tampax 
anticipate  they  Will  be  spending 
£850,000  on  Tampax  and  £550,000 
on  Tampets,  Kimberly-Clark  quote  a 
sum  of  £1.2m  for  their  advertising  and 
promotional  campaigns,  Lilia-White 
£1.5m  for  Lil-lets  and  for  Johnson  & 
Johnson  just  over  £lm. 

Lilia-White  Will  continue  their  ball 
and  chain  "Small  key  to  freedom" 
approach  for  a  second  year. 

"Research  has  emphasised  that 

Continued  overleaf 
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IMIVIrrlA 

RECAPTURE 

ITS  YOUTH? 

It  needs  to  try 

Lil-lets  digital  tampons  are  more  popular 
with  the  young-56%  share  of  teenagers-and 
have  the  greater  brand  loyalty. 

The  new  tampon  from  Tampax  is  also  a 
digital. 

Itcan't,like  Lil-lets,  claim  to 'expand  width- 
ways  only'  Or  claim  to  be  made  entirely  from 
natural  materials.  But  at  least 
having  no  applicator  is  a  step 
in  the  right  direction. 


Lil-lets 

EXPAND  WIDTHWAYS  #L&B 
TOFtT  YOU  BETTER  d^fj^ 


20 SUPER  TAMPONS  «PV 


Brand  leader  with  the  young 
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the  ball  and  chain  campaign  is  one 
of  the  most  memorable  and  rapidly 
understood  themes  ever  used  for  a 
sanpro  product  in  the  UK,"  says  Sue 
Bailey,  product  manager  for  L'il-lets. 
"We  have  every  confidence  that  it 
is  right  to  continue  the  campaign  for 
a  further  year." 

Tampax  however  are  currently 
introducing  a  new  advertising  strategy 
to  reach  both  the  first-time  user  With 
a  series  of  "young"  ads,  educating 
them  on  product  benefit,  and  to 
convince  existing  users  Tampax  are 

Catching  the 
customer's  eye 

As  far  as  new  launches  are  concerned 
they  mean  activity  and  update  within 
the  market  but  they  also  mean  more 
pressure  on  rapidly  diminishing  shelf 
space.  With  three  tampon  brands  and 
21  towels  already  on  the  market 
sanpro  retailing  can  become  a 
nightmare.  So  what  do  the 
manufacturers  suggest? 

According  to  Kimberly-Clark: 
"Our  market  research  has  shown  that 
most  women  prefer  to  buy  their 
feminine  hygiene  products  in  chemist 
shops.  But  the  main  factor  in  these 
sales  is  convenience.  If  customers 
cannot  find  what  they  are  looking  for 
in  the  chemist,  they  will  go  elsewhere 
and  sales  are  lost." 

Figures  published  by  Mintel  agree 
with  this.  Boots  they  say  have 
maintained  their  third  of  the  market 
but  independents  have  seen  their  one 
third  share  reduced  to  a  fifth.  In  a 
survey  13  per  cent  of  those  questioned 
did  not  know  where  they  had 
purchased  their  sanpro  products 
indicating  the  need  for  retailers  to 
have  sanpro  in  a  prominant  position 
to  encourage  impulse  buying. 

By  better  merchandising,  Kimberly- 
Clark  believe  chemists  could  capture 
an  extra  £14m  of  sanpro  sales. 

"It  is  essential  that  chemists  pick 
the  right  range  of  sanpro  goods.  This 
includes  brands,  types  and  size. 
The  best  way  to  cover  this  is  to  go  for 
leading  brands  like  Kotex,  Lilywhites 
and  Tampax." 

Tampax  suggest  that  at  least  40 
per  cent  of  sanpro  display  should  be 
allocated  to  tampons,  40  per  cent  to 
press-on  and  mini  towels  and  20 
per  cent  to  looped  towels. 

In  such  a  competitive  market  there 
is  considerable  pressure  on 
manufacturers  to  continue  improving 
existing  product's  and  develop  new 


still  superior  to  competition. 

"This  re-presentation  of  our 
product  will  continue  our  drive  to 
create  a  positive  up-to-the-minute, 
young  image  around  the  established 
brand,"  says  the  company.  The 
campaign  features  humorous  problem 
situations  With  the  headline  "At  least 
there  is  one  problem  she  doesn't  have." 


ones.  With  more  women  using 
several  different  types  of  sanpro 
products  rationalisation  in  the  market 
does  not  yet  appear  imminent. 

The  Mintel  report,  however, 
concludes  on  a  gloomy  note  for 
chemists.  Sales  of  sanpro  products,  it 
says,  are  likely  to  increase  through 
drugstores  and  discount  outlets  because 
of  their  competitive  pricing.  "These 
outlets  together  with  the  grocery 
multiples  are  likely  further  to  erode 
the  chemist  share  although  Boots 
should  continue  to  hold  around  30  per 
cent  of  the  market." 


Toxic  shock 
syndrome— 
the  story  so  far 

Tampon-associated  TSS  was  first  cited 
in  America.  Media  interest  in  Britain 
began  with  a  science  report  in  the 
Times  on  July  1,  1980,  which  described 
the  symptoms  and  possible  cause  of 
the  disease,  the  investigations  carried 
out  in  the  US,  and  the  apparent  link 
with  tampons. 

At  that  time,  128  cases  of  TSS 
had  been  recognised  in  the  US,  96 
per  cent  of  which  had  occurred  in 
women  during  menstruation.  Three 
separate  investigations  had  been 
carried  out  by  the  Centre  for  Disease 
Control  and  the  Wisconsin  and  Utah 
State  departments  of  health,  and  out 
of  a  total  of  92  patients  studied,  with 
TSS,  91  had  used  tampons.  Ten  of  the 
128  patients  had  died  from  the 
syndrome  and  researchers  at  Wisconsin 
suggested  that  the  true  incidence  of 
TSS  was  about  three  cases  per  100,000 
menstruating  women  per  year. 

Then,  in  September,  a  new  study 
carried  out  by  the  Centre  for  Disease 
Control  showed  that  71  per  cent  of  a 
group  of  women  who  had  suffered 
from  TSS  had  used  Rely  tampons 


The  market  in 
figures 

Figures  issued  by  the  sanpro 
companies  do  tend  to  agree  (give  or 
take  a  few  million  pounds! )  on  the 
trends  Within  the  market. 

All  expect  to  see  a  3  per  cent 
volume  growth  this  year  and 
estimate  it  Will  be  worth  £90-£95m 
(1980,  £80m).  Of  this  tampons  are 
expected  to  gain  a  46  per  cent 
volume  share,  worth  £35m,  a  rise 
of  6-8  per  cent. 

Breakdown  of  the  1980  tampon 
market  in  volume  is  as  follows:  — 
Tampax  59  per  cent 
Lil-lets  36  per  cent 
Boot's  2  per  cent 
Playtex  3  per  cent 

Towels,  worth  a  predicted 
£55-£60m  this  year,  are  expected  to 
meet  With  mixed  results. 

Lil'ia-White  estimate  that  looped 
towels  will  continue  to  decline, 
possibly  by  16  per  cent  (Kimberly- 
Clark  put  the  figure  at  20  per  cent) 
whereas  press-ons  Will  grow  by  10 
per  cent  (K-C  say  9  per  cent)  and 
secondary  protection  by  6  per  cent 
(K-C,  12  per  cent). 

Divisions  within  the  1981  towel 
sector,  according  to  Kimberly-Clark, 
Will  give  a  50  per  cent  share  for 
press-ons,  22  per  cent  for  loops  and 
19  per  cent  for  secondary  protection. 


compared  with  26  per  cent  in  a  control 
group.  A  study  by  the  Utah  department 
of  health  confirmed  the  finding  and 
Proctor  &  Gamble,  the  manufacturers 
of  Rely,  withdrew  it  from  the  market. 

Toxic  shock  syndrome  appears  to 
be  caused  by  toxins  from 
Staphylococcus  aureus  bacteria.  The 
clinical  signs  are  sudden  onset  of 
fever,  vomiting,  diarrhoea,  rapid  drop 
in  blood  pressure  and  a  rash.  It  is  not 
clear  exactly  how  toxin  is  absorbed 
from  the  vagina — lesions  in  the  vaginal 
wall  caused  by  tampon  applicators, 
extreme  dryness  of  the  vagina  because 
of  the  high  absorbency  of  the  newer 
synthetic  tampon  materials  leading  to 
irritation  and  ulceration,  and  changes 
in  the  vaginal  flora  have  all  been 
postulated. 

Not  all  strains  of  S  aureus  may  be 
responsible — in  a  recent  paper  in 
Science  American  workers  claimed  to 
have  isolated  strains  causing  the 
the  disease  from  those  which  do  not. 
The  bacteria  responsible  for  TSS  had 
two  antigenic  proteins  which  other 
strains  lacked,  they  said. 

In  America,  although  the  CDC  has 
emphasised  that  the  risk  of  contracting 
TSS  is  slight,  the  Food  and  Drug 
Administration  is  developing  a 
Federal  Register  proposal  for  warning 

Continued  on  p756 
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WHAT  CAN  A  YOUNG  BRAND 
TEACH  AN  OLD  TIMER  LIKETAMPAX? 


Tampax  have  been  going 
50  years.  Lil-lets  for  25. 

But  the  future  lies  with 
the  Lil-lets  type  of  digital 
tampon. 

As  evidence,Lil-lets  cite 
their  own  56%  share  of 
teenagers  and  the  recent, 
costly  launch  of  an  appli- 
cator tampon  by  Playtex. 

So  a  new  digital  tampon 
from  Tampax  is  an  import- 
ant event.  No  one  has  more 
interest  in  the  successful 
development  of  this  market 
than  Lil-lets. 

And  it  is  in  that  spirit 
we  respectfully  offer  the 
following  advice: 

1.  Use  natural  materials 
only 


Don't  shortcut  with  super- 
absorbers. 

2.  Deliver  consistent 
quality  for  25  years  and  the 
consumer's  preference  for 
a  natural  product  will  repay 
handsomely 

3.  Emphasise  'widthways 
expansion. 

The  plug'  concept  of 
absorbency  is  the  most 
readily  understood  by  the 
consumer. 

If  you  achieve  this  you 
will  have  the  type  of  digital 
tampon  which  currently 
enjoys  the  biggest  sales 
world-wide. 

Lil-lets 

Brand  leader  with  the  young. 


The  word  is  that  Amplex  is  now 
the  fastest  growing  brand  in  the 
highly  competitive  roll-on  deodorant 
market. 

Sales  volume  is  up  44%  in  only- 
two  years. 

The  reasons  for  our  success? 
Top  quality  Four  fra- 
grances (Original,  Musk, 
Herbal  and  new  Fresh). 
Profitable  margins  and 
a  very  competitive  sell- 
ing price  you  and  your 
customers  can't  afford 
to  ignore. 
Look  out 
^^XalsoforDouble 
Amplex  fresh  breath 
capsules.  Part  of 
the  expanding  oral 
hygiene  market. 
But  they're  portable. 


youfoie 
Amplex 


\sk  your  Ashe  representative  for  details,  or  contact  J.  C.  Brooke,  General  Sales  Manager, 

Ashe  Laboratories  Ltd.,  Leatherhead,  Surrey  KT22  7JZ. 

AMPLEX  BUILDS  BUSINESS 


PERSONAL  HYGIENE 


Natural  growth  in 
deodorant  market 


Changing  deodorant  is  probably  the 
last  thing  regular  users  think  about  as 
they  crawl  bleary-eyed  out  of  bed  in 
the  morning.  Using  the  object  in 
question  is  an  automatic  action  for 
most  along  with  cleaning  teeth. 

Surprisingly  when  for  instance, 
sanpro  is  becoming  a  more  open  subject 
people  still  tend  to  keep  "mum"  on 
the  deodorant  they  use,  keeping  the 
subject  firmly  up  their  sleeve  and 
under  the  armpit.  So  what  kind  of 
penetration  is  there  in  the  market? 


Who,  what  and  where 


A  study  commissioned  by  Ashe 
Laboratories  for  Amplex  found  that 
20  per  cent  of  women  and  32  per  cent 
of  men  never  use  any  underarm 
deodorant  products  at  all  and  it 
concluded  that  "underarm  odour  is 
considered  to  be  acceptable  in  hot 
weather  and  after  physical  activity, 
but  offensive  in  crowded  public 
transport  situations,  when  it  suggests 
a  lack  of  care  and  cleanliness". 

Women  were  found  to  be  the  most 
frequent  users  with  anti-perspirant 
deodorant  featuring  in  the  daily  routine 
for  80  per  cent  of  them.  Men, 
according  to  the  report,  tend  to  use 
them  less  routinely — only  50  per  cent 
being  described  as  regular  users. 

Other  findings  include  a  male 
preference  for  sprays,  with  roll-ons 
used  more  by  women  and  the  report 
also  suggests  roll-ons  are  "popular  in 
the  South,  South-East,  South-West  and 
West;  aerosols  are  preferred  in 
Yorkshire,  in  the  North  and  in 
Scotland  and  there  are  no  distinct 
preferences  in  the  Midlands  and  North- 
West". 

Beecham  predict  that  UK 
consumers  will  be  spending  around 
£54  million  on  their  anti-perspirant 
deodorants  in  1981  which  they  say  is  a 
2  per  cent  unit  increase.  (Gibbs  say  the 
market  will  be  worth  £58m,  Bristol- 
Myers  £45m  and  Carter-Wallace 
£40m.)  And  it  appears  that  the  trend 
towards  roll-ons  continues  but  at  a 
slower  rate. 

Beecham  believe  that  during  the 
last  few  years,  the  sales  of  roll-ons 
have  been  catching  up  on  aerosols.  In 
1975  the  ratio  of  the  number  of 
aerosols  being  sold  to  the  number  of 


roll-ons  was  70:  30.  Now  it  has  settled 
down  again  to  a  steady  new  balance  of 
52  aerosols:  48  roll-ons. 

"Almost  two-thirds  of  all 
deodorants  sold  come  from  five  big 
brands  which  maintain  their  popularity 
by  regularly  updating  the  composition 
of  their  formulae  and  their  looks  to 
match  the  ever  changing  consumer 
needs. 

"The  market"  say  Beecham,  "is 
led  by  two  family  brands  which 
minister  to  the  deodorant  needs  of 
both  men  and  women:  Right  Guard 
and  Sure  with  market  shares  of  17  per 
cent  and  15  per  cent  respectively. 
These  are  followed  by  the  three 
feminine  brands — Body  Mist,  Mum  and 
Soft  &  Gentle — each  of  which  have  a 
market  share  of  around  10  per  cent. 
All  of  these  are  available  in  both 
aerosol  and  roll-on  form  except  Mum 
which  is  totally  roll-on". 

Gillette  credit  Right  Guard  with  a 
20  per  cent  market  share  making  it  the 
brand  leading  aerosol  deodorant. 
Recently  relaunched  and  reformulated 
the  company  claims  that  the  spray  now 
goes  on  even  drier  and  the  improved 
Right  Guard  double  protection  give 
clothes  greater  protection  against 
staining.  All  variants  have  updated 
pack  graphics  and  are  available  with 
25  per  cent  extra  free. 

Gillette  believe  market  growth  and 
their  own  growing  brand  share  are  due 
in  large  part,  to  heavyweight  television 
advertising. 

In  1980,  they  say,  the  total  market 
spend  amounted  to  £3.9  million 
compared  to  £2.1m  in  1979.  But  while 
many  competitors  reduced  their  share 
of  the  advertising  spend,  Gillette's 
£lm  advertising  weight  and  share  of 
voice  increased  on  previous  years  and 
made  them  overall  the  largest 
spenders  in  the  market. 

"We  have  always  pursued  a  vastly 
different  strategy  from  other  brands. 
First  because  we  offer  three  variants, 
deodorant,  anti-perspirant  and  our  lead 
variant,  double  protection,  and  have 
deliberately  kept  away  from  the 
essentially  feminine  appeal  of  the 
perfumed  variant  strategy  of  the  other 
brands." 

They  predict  that  the  aerosol 
deodorant  market  will  continue  to 
grow  in  1981  as  more  men  are  drawn 
into  the  market,  and  Right  Guard  they 


say,  being  the  only  totally  unisex 
product  will  take  the  lion's  share. 

Sure  with  a  12  per  cent  brand 
share  of  the  deodorant  market  is 
claimed  by  Gibbs  to  be  "the  most 
effective  anti-perspirant  aerosol  on  the 
market — 33  per  cent  more  effective 
than  its  nearest  rival  and  40  per  cent 
more  effective  than  the  average 
aerosol. 

"Despite  intense  competitive 
activity  Sure's  market  leading  position 
was  retained  with  overall  sales 
increasing  by  29  per  cent  over  1979." 

As  with  the  other  major  brands 
Sure  roll-on  was  subject  to  a 
relaunch,  in  40ml  bottles,  supported  by 
a  television  and  women's  Press 
advertising  spend  of  £im.  And  for 
summer  1981  the  promotional  spend 
has  been  set  at  £|m  with  trade 
discounts  until  luly.  Aerosols  are  now 
supplied  in  42-can  trays  and  roll-on  and 
refills  available  in  price-marked  packs. 


Mum  domination 


Bristol-Myers  say  the  Mum  range 
of  antiperspirant  deodorants  continues 
to  dominate  the  roll-on  sector  and 
presently  enjoys  a  30  per  cent  share 
with  clear  brand  leadership  of  the 
total  deodorant  market. 

The  company  relaunched  Mum 
deodorant  in  April  last  year  following 
the  Fresh  &  Dry  update  of  the  previous 
month.  This  relaunch  was  necessary, 
says  the  company,  because  the  existing 
packs  were  felt  to  be  old-fashioned  and 
less  appealling  to  younger  women, 
lacking  shelf  impact  compared  to  the 
new  and  relaunched  competitive  brands 
as  well  as  giving  a  poor  impression  of 
size.  At  the  same  time  Mum  Quick 
Dry  was  launched  on  test  in  the 
Southern  television  region. 

Research  by  Bristol  Myers  had 
shown  that  while  roll-ons  held  a 
market  share  of  47  per  cent  (1976,  33 
per  cent)  and  Mum  had  a  30  per  cent 
share  of  the  roll-on  market  (1976,  45 
per  cent)  an  impetus  was  needed  to 
stimulate  growth. 

Interest  had  already  been  shown  in 
the  launch  of  wild  orchid,  an 
alcohol-based  variant  in  the  Mum 
range  and  this,  backed  by  statistics 
showing  there  was  room  to  expand 
the  younger  franchise,  led  to  the 
launch  of  the  Mum  Quick  Dry  range. 

Developed  primarily  to  appeal  to 
young  consumers  (16-34)  using  other 
alcohol-based  roll-ons  and  aerosols, 
the  company  claims  that  a  4.5  per  cent 
market  share  was  achieved  after  only 

Continued  overleaf 
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eight  months  on  test  deciding  them 
on  a  national  launch  last  month. 

"Essentially  there  are  two  types  of 
deodorant  formulation,  lotion  based — 
such  as  the  proven  Mum  product,  and 
alcohol  based",  says  Jim  Bradford, 
product  manager  at  Bristol-Myers. 
"The  Mum  formulation  is  recognised 
by  consumers  as  highly  effective  and 
kind  to  the  skin.  Quick  Dry  with  its 
Mum  heritage  offers  the  same 
effectiveness  but  in  a  faster  drying 
base". 

A  £600,000  advertising  campaign 
will  be  used  to  support  the  Mum  and 
Quick  Dry  ranges  throughout  summer 
The  company  predicts  a  5  per  cent 
brand  share  of  the  total  deodorant 
market  in  1981  for  Quick  Dry  with  a 
3.5  per  cent  net  increase  for  the  whole 
Mum  range  taking  it  to  18.5  per  cent. 

Fresh  &  Dry  which  was  relaunched 
last  year  to  give  it  a  more  unisex 
appeal  is  currently  offering  25  per 
cent  free  on  the  190g  aerosol.  The 
aerosols  have  increased  sales,  say  the 
company,  going  against  the  aerosol 
market  trend. 


Feminine  appeal 

Beecham  attribute  their  success 
with  Body  Mist  to  its  appeal  to  "the 
younger  fashion-conscious  woman  of 
today"  and  to  the  cosmetic  packaging 
which  enables  the  brand  to  resist 
competitive  attack.  An  added 
advantage  for  women,  say  Beecham,  is 
the  low  staining  risk  for  clothing.  They 
are  planning  a  series  of  on-pack 
promotions  throughout  the  year. 

Colgate-Palmolive  believe  the  same 
feminine  appeal  applies  to  Soft  & 
Gentle  for  which  they  make  the 
"non-sting  even  after  shaving" 
claim.  The  company  estimates  that  75 
per  cent  of  all  purchasers  are  female, 
and  they  have  recently  added  a  new 
variant,  misty  amber,  which  will  be 
supported  by  a  national  campaign  in 
the  women's  Press.  The  advertisements 
will  incorporate  a  1  Op  off  next 
purchase  coupon. 

At  the  same  time  the  roll-on  range 
has  been  redesigned  to  give  closer 
identity  with  the  aerosol  range, 
advertising  for  this  range  will  also  carry 
money-off  coupons. 

"It  is  intended,"  the  company  says, 
"that  the  1981  activity  will  displace 
Sure  from  its  number  two  position  in 
the  anti-perspirant  market". 

Other  activity  in  the  market 
includes  an  Amplex  on-pack  offer. 
Available  until  the  end  of  the  year  are 
three  suitcases  with  heavy  duty  zips 
and  locks  for  £19.95  (plus  £1.99  p&p), 
which,  the  company  says,  is  less  than 


half  the  normal  retail  price. 

Ashe  believe  Amplex  to  be  the 
fastest  growing  roll-on  brand  with  a 
sale  volume  increase  of  25  per  cent  in 
1980,  compared  with  year-ago  figures. 

A  recent  entry  into  the  market  is 
the  Simple  anti-perspirant  (£0.96),  a 
perfume-free  roll-on  which  comes  in 
a  50ml  bottle  with  large  roller  ball. 
An  introductory  offer  of  £0.72  is 
currently  flashed  on  the  carton. 


A  growth  area? 

Faberge  and  the  Elida  Gibbs 
Impulse  range  presently  share  the 
bodysprays  market  although  further 
entries  can  be  expected  following  the 
launch  of  Yardley's  Sea 
Jade  and  Flair  in  March. 

Faberge  estimate  the  market  size 
to  be  worth  £3. 4m  and  both 
companies  are  optimistic  they  will  see 


Toxic  shock 
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labels  on  tampon  packets.  After  Rely 
was  withdrawn  the  FDA  began  a 
campaign  to  inform  women  about  the 
disease  and  to  make  doctors  more 
aware  of  it. 

The  events  in  America  obviously 
had  an  influence  on  Britain  as  in 
November  the  Government  announced 
that  the  Laboratory  of  the  Government 
Chemist  would  be  analysing  all  major 
brands  of  tampon  on  the  British 
market.  Less  than  a  week  after  the 
announcement,  the  first  UK  case  of 
tampon-associated  TSS  was  reported, 
in  the  British  Medical  Journal. 

The  patient,  a  16-year-old  girl,  had 
all  the  symptoms  of  TSS  and  a  tampon 
— from  which  S  aureus  was  isolated— 
was  recovered  from  her  vagina.  The 
tampon  had,  however,  been  in  place 
for  three  days.  Other  British  cases  of 
TSS  have  since  been  reported  (C&D 
January  24,  pi 28)  and  in  all  of  these 
the  patients  have  made  compete 
recoveries.  There  is  no  official  figure 
for  the  number  of  British  cases,  but 
it  is  probably  less  than  six. 

An  open  verdict  was  recorded  on 
the  19-year-old  student,  Debra 
Heathcock  who  died  in  January,  but 
at  the  inquest  the  pathologist  said  he 
thought  she  died  from  a  combination 
of  tampon-associated  infection  and 
viral  respiratory  infection. 

What  then,  is  the  latest  position 
with  this  newly  discovered, 
occasionally  fatal  disease?  The 
Laboratory  of  the  Government 
Chemist  has  not  made  its  findings 
public  but  has  passed  them  on  to  the 
DHSS  for  a  "full  medical  and  scientific 
review  with  the  advice  of  the 
Department's  independent  advisory 
committee  on  toxicity". 

However  the  Government  have  said 


continued  growth.  Success,  say 
Faberge,  is  due  to  the 
competitive  pricing  of  a  dual  action 
product  which  can  only 
encourage  frequent  purchase  and 
liberal  use.  And  they  say, 
"Faberge's  Body  Sprays  offer  the 
consumer  a  choice  of  several  individual 
fragrances  and  the  opportunity  to 
experiment  with  other  Faberge 
fragrances  in  the  range.  With  such  an 
individual  range,  popularity  of  each 
fragrance  can  be  monitored  and  new 
frangrances  incorporated,  where 
appropriate,  in  the  future". 

Impulse,  says  Gibbs,  achieved 
wide  awareness  because  of  the  £1.5m 
media  spend  and  their  below-the-line 
activity.  And  the  company  says  it 
intends  to  continue  the  heavy  brand 
support  spending  £1.3m  with  new 
commercials  on  television  and  in  the 
women's  Press.  ■ 


that  there  are  no  brands  of  tampon 
in  the  UK  which  have  a 
carboxymethylcellulose  base  similar 
to  that  used  in  Rely.  It  seems  highly 
unlikely  that  the  Government  will 
restrict  the  sale  of  any  brands  of 
tampons  and  the  DHSS  is  currently 
discussing  the  possibility  of  providing 
information  about  TSS  in  tampon 
packs  with  the  UK  manufacturers. 
So  far  only  Tampax  have  said  their 
pack  inserts,  when  reprinted,  will 
definitely  include  a  mention  of  TSS 
and  advice  to  consult  a  doctor  if 
symptoms  occur. 

Media  coverage  of  TSS  seems  to 
have  been  generally  responsible  after 
a  few  "shock  horror"  type  reports 
earlier  last  year.  The  national  and 
women's  Press  have  largely  reported 
that  the  incidence  of  the  disease 
appears  slight  and  that  tampons  made 
from  highly-absorbent  synthetics  could 
be  to  blame.  Most  of  the  advice  given 
tells  women  not  to  worry  or  stop 
using  tampons  but  to  ensure  they  are 
changed  regularly — at  least  two  or 
three  times  a  day. 

Back  in  America  the  CDC  has 
noted  a  decline  in  the  incidence  of 
TSS  and  has  suggested  this  could  be 
due  to  a  decline  in  the  use  of  tampons 
and  the  withdrawal  of  Rely. 

What  then  should  the  pharmacist 
be  telling  his  worried  customers? 
None  of  the  research  so  far  has 
implicated  that  any  particular  tampon, 
available  in  Britain,  or  material  could 
be  responsible  and  none  of  the  theories 
about  the  role  of  tampons  in 
promoting  the  disease  have  been 
confirmed.  Certainly  the  chances 
of  contracting  TSS  seem  very  slight. 
And  one  thing  should  certainly  not 
be  forgotten — the  millions  of  women 
who  have  used  tampons,  with  no 
damage  to  their  health,  and  have 
benefited  from  this  convenient, 
liberating  form  of  sanitary  protection 
for  the  past  45  years.  ■ 
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The  Cash  and  Carry  Wholesalers 

Head  Office:  Bushev  Road,  Raynes  Park.  London  SW20  OJJ 

Illi;y\LTH-IIOMIMIi:AIJTY 


Bash 


Digestif 

Rennie 


melt  away 
the  misery 
of  indigestion 


W  Rennie 


PRODUCT 

SIZE 

COST 

MRP. 

R.S.P. 

PROFIT  ON 
RETURN 

Supersoft  Hairspray 

12 x  120g 

£3.47 

42p 

20.8% 

Supersoft  Shampoo 

12  x  75ml 

£2.50 

30p 

20.1% 

Flash 

16  x  giant 

£6.91 

61  p 

18.5% 

Sparkle  (5p  off) 

12  x  227g 

£5.68 

69p 

(incl.5poff> 

21.2% 

Coopers  Freshaire 

12  x  270ml 

£3.64 

44p 

20.9% 

Coopers  Flykiller 

12 x 150g 

£4.25 

51  p 

20.1% 

Rennie  Roll  Pack 

36  x  12's 

£4.32 

22p 

37.2% 

Rennie 

12  x  25's 

£2.65 

41  p 

38% 

OFFERS  AVAILABLE  FROM  21st  APRIL 

UNTIL  8th  MAY.  1981 


'  If  you  are  not  already  a  registered 
customer  and  would  like  further  details 
complete  and  post  this  coupon 

To:  Mr.  R.  Bevis.  Nurdin  &  Peacock  Ltd. 
FREEPOST.  London,  SW20  0BR 

am  interested  in  becoming  a  N&P  registered  customer 


m  will  *j-]ggSfcm  m  m 


Name 
Trading  as 
Address 


Tel: 


CD18/4 


ALL  OUR  OFFERS  ARE  SUBJECT  TO  AVAILABILITY  AND  VAT  WHERE  APPLICABLE 


ALDERSHOT 

Tel:  Alderehot  (0252) 


AVON  MOUTH 

Tel:  Avonmouth  (0272) 

825551 

BARM HAM 

Tel:  Yapton  (0243) 
552628 


BRIGHTON 

Tel:  Brighton  (0273) 

779731 

CHATHAM 
TelMedway  (0634) 
41621 


COLCHESTER 

Tel:  Colchester  (0206) 

71281 

COWES 

Tel  Cowes  (0983) 
296511 


CHRISTCHURCH  DAGENHAM 
Tel:  Christchurch(0202)     Tel  01-592  7839 
482071  593  3501 


EASTLEIGH 

Tel  Southampton  (0703) 
610816/7/8/9 

HANWELL 

Tel:  01-579  5297/8 

IPSWICH 

Tel:  Ipswich  (0473) 
59059 


LOWESTOFT 

Tel:  Lowestoft  (0502) 


NORWICH 

Tel:  Norwich  (0603) 

49029 


PLYMOUTH 

Tel  Plymouth  (0752) 

708111/2/3 


READING  STAINES 

Tel:  Reading  (0734)       Tel  Staines  (81) 


585739 


52515 


LUTON 

Tel  Luton  (0582) 
583366 


NOTTINGHAM 

Tel:  Nottingham  (0602) 

869678/9 


PORTSMOUTH  SIDCUP  WALTHAM  ABBEY 

Tel:  Portsmouth  (0705)  Tel  01-302  6237  Tel  Lea  Valley  (9) 

63563  715115 
SOUTHEND 

NORTHAMPTON  PETERBOROUGH  RAYNES  PARK  Tel:  Southend  (0702)  WATFORD 

Tel  Northampton  (0604)     Tel:  Peterborough  (0.  33)     Tel:  01-946  9111  526341/2  Tel  Watford  (92) 

53012  231941  43903 


We  do  not  compete  with  our  customers  - 
we  neither  own  nor  control  any  retsM  shops. 
We  neither  wish  nor  Intend  to  serve  members  of  the  general  public 
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Debendox  cleared 
in  US  retrial 

A  Florida  Federal  District  Court  jury 
of  six  has  unanimously  exonerated 
Debendox  from  any  involvement  in 
the  birth  defects  of  a  six-year-old  boy. 

The  verdict  in  favour  of  the 
manufacturers,  Richardson  Merrell 
Inc,  came  at  the  conclusion  of  a 
nine-week  retrial  in  which  an  Orlando 
couple,  Elizabeth  and  Michael 
Mekdeci,  claimed  that  the  drug  caused 
certain  birth  defects  in  their  son 

1  David. 

The  jury  announced  its  verdict 

I     after  hearing  testimony  from  medical 
practitioners  and  scientists  from  the 
US,  England,  Canada,  Australia, 
Germany  and  Finland.  Several  of  the 
experts  told  the  court  that  the  boy's 

'!     defect  was  "Poland's  anomally",  a 
rare  abnormality  of  unknown  origin 
first  recognised  by  medical  investigators 
in  1841. 

Dr  Alexander  H.  MacGregor,  a 
medical  spokesman  for  the  company, 
said  in  response  to  the  verdict:  "We 
are  immensely  pleased  with  the  jury's 
decision.  It  is  consistent  with  the 
overwhelming  weight  of  scientific 
opinion  worldwide  that  Debendox  is 
not  associated  with  birth  defects." 

jj     □  Jack  Ashley,  MP,  was  given  a 
public  apology  last  week  over 
allegations  that  he  acted  recklessly  in 
demanding  suspension  of  Debendox 
and  increasing  awareness  of  the 
possible  risks  of  child  vaccination. 
The  apology,  with  undisclosed 
damages  and  legal  costs,  came  in  a 
High  Court  settlement  of  Mr  Ashley's 

'     libel  action  against  the  publisher's  of 
World  Medicine  and  Dr  John 
Cunningham  who  wrote  the 
accusations.  ■ 

Pharmacy  applicants 
down  by  6pc 

Applications  to  study  pharmacy  at  UK 
universities  this  autumn  are  down  6 
per  cent  on  last  year,  according  to 
figures  released  by  the  Universities 
Central  Council  on  Admissions. 

While  the  decrease  in  UK 
applicants  is  "not  substantial",  the 
number  of  overseas  applicants  has 
fallen  by  30  per  cent.  The  total 
number  of  applications  received  by 
March  31  was  2,267  from  UK 
candidates  and  338  from  overseas. 

The  number  of  UK  candidates  for 


all  university  courses  is  expected  to  be 
about  4  per  cent  up  on  last  year,  with 
an  overall  decline  in  overseas 
candidates  of  about  35  per  cent.  Other 
subjects  showing  a  substantial  decrease 
in  popularity  include  civil  engineering 
(27  per  cent  decline),  architecture  (10 
per  cent)  and  medicine  (5  per  cent). 
Biological  and  physical  sciences  have 
shown  the  highest  increase  in 
applications  (19  per  cent).  ■ 


Franol  recall 


Winthrop  Laboratories  are  alerting 
pharmacists  to  the  fact  that  some  packs 
of  Franol  tablets  500,  lot  1TN  441, 
may  contain  tablets  prepared  for 
overseas  markets.  These  tablets  have 
the  same  composition  as  the  normal 
Franol  tablets  and  differ  only  in 
marking — "W"  on  one  side  and  an 
ankh  (the  company  symbol)  on  the 
other,  instead  of  "F"  on  one  side  only. 

Any  bottles  of  mixed  tablets 
discovered  should  be  returned  either 
to  the  wholesaler  or  to  the  recovery 
section,  Winthrop  Laboratories, 
Fawdon,  Newcastle  upon  Tyne,  for 
credit  or  replacement.  ■ 

OFT  watches  over 
electronics  at  POS 

The  Office  of  Fair  Trading  is  to 
monitor  the  introduction  of  electronics 
at  POS:  "Under  the  Fair  Trading 
Act",  said  Mr  Borrie,  director  general 
OFT,  "I  have  a  duty  to  review 
commercial  activities  and  practices 
which  may  adversely  affect  the 
economic  interests  of  consumers. 

"The  use  of  the  micro-chip  in 
selling  to  the  public  is  likely  to 
increase  dramatically  in  the  next 
decade  and  now  is  the  time  to 
identify  the  problems  which  could  face 
consumers,  as  well  as  the  legal  issues 
involved. 

"With  the  advent  of  such  micro- 
electronic wonders  as  bar-coding  in 
supermarkets,  the  possible 
development  of  direct  debiting  of  one's 
bank  account  by  retail  stores  and  in 
future  even  ordering  and  paying  for 
goods  by  your  own  Prestel  TV  set,  I 
have  decided  that  the  time  is  ripe  to 
assess  these  innovations." 

The  OFT  is  setting  up  a  working 
party  to  consider  in  greater  depth  the 
issues  at  stake  and  their  report  is 
expected  to  be  ready  by  the  end  of  the 
year.  The  working  party  will  need  to 
consider  whether  changes  are  desirable, 
either  in  the  law  or  by  the  adaptation 


of  the  systems  being  developed,  to 
ensure  adequate  information  and 
protection  for  the  consumer  and  to 
consider  where  the  costs  of  these 
systems  will  fall.  ■ 

Guild  presses  for 
inflation'  increase 

The  Guild  of  Hospital  Pharmacists 
has  submitted  a  claim  for  a  20  per 
cent  salary  increase  from  April  1,  1981. 
The  figure  was  thought  to  reflect  the 
rate  of  inflation  from  April  1979, 
deducting  13.4  per  cent  for  last  year's 
award. 

The  claim  includes  deletion  of  the 
lower  two  points  of  the  basic  grade 
scale,  a  reduction  in  hours,  a  minimum 
of  five  weeks  annual  leave,  an 
increase  in  lecture  fees  and 
arrangements  for  study  leave.  Donna 
Haber,  ASTMS  divisional  officer,  also 
reported  at  last  week's  meeting  of  the 
Guild  Council,  that  a  formal  approach 
had  been  made  by  the  Pharmaceutical 
Whitley  Council  Committee  A  to  Dr 
Gerard  Vaughan,  Minister  for 
Health,  regarding  emergency  duty 
payments. 

A  full  Whitley  Council  meeting 
has  been  fixed  for  May  20  and  Council 
members  are  to  seek  the  views  of  the 
membership  regarding  the  basis  for  the 
claim. 

Council  agreed  that  when  the 
Pharmaceutical  Whitley  handbook  is 
next  revised  "basic  grade"  pharmacist 
should  be  referred  to  as  "pharmacist" 
and  "staff  pharmacist"  should  revert 
to  "senior  pharmacist". 

Council  noted  with  pleasure  that 
an  area  appeal  had  been  won  to 
upgrade  a  specialist  post  to  grade  3. 
By  means  of  encouraging  more  local 
appeals,  district  members  were 
requested  to  monitor  any  further  grade 
2  posts  which  may  warrant 
consideration  for  regrading  to  grade  3 
and  from  grade  3  to  grade  4. 

Negotiations  within  the  Whitley 
Council  NHS  reorganisation  committee 
were  currently  discussing  protection 
of  pay  and  conditions  of  service,  and 
filling  of  posts  in  the  reorganised 
service.  Local  Guild  groups  should  be 
aware  of  their  responsibilities  to 
appoint  accredited  representatives  and 
to  notify  each  regional  health 
authority  that,  in  any  negotiations, 
agreement  must  be  reached  between 
staff  and  management  representatives. 

The  following  were  elected  to  the 
Pharmaceutical  Whitley  Council  staff 
side:  Dr  S.  E.  Fullerton,  chairman, 
Miss  M.  Dinwoodie,  Miss  J.  L.  Moffatt 
and  Mr  W.  T.  Brookes.  Other 
members  are  the  president, 
professional  secretary,  assistant 
professional  secretary  and  divisional 
officer.  Mr  J.  Ashford  and  Mr  J. 
Cooke  were  elected  as  reserve 
members.  ■ 
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New  IPMI  officers 

Mr  Geoffrey  Knowles  is  to  remain 
chairman,  Institute  of  Pharmacy 
Management  International  for 
another  year.  Dr  T.  G.  Booth  and 
Mr  E.  A.  Jensen,  who  have  resigned 
from  the  council  after  serving  since  the 
Institute's  foundation  in  1964,  have 
been  elected  vice-presidents.  Dr  I. 
Jones  and  Miss  H.  Guest  have  been 
re-elected  to  the  council  and  new 
members  elected  are  Mr  Philip  Burgin 
and  Mr  R.  Odd. 

The  Institute's  annual  meeting  last 
week  heard  that  membership  increased 
by  over  10  per  cent  net  last  year. 
This  year's  conference  had  been 
postponed  from  its  usual  Spring  date 
to  October  25-28  and  the  venue  will 
be  Aldeburgh,  Suffolk.  The  fourth 
in  a  series  of  courses  entitled 
"Management  development 
programme"  will  cover  "security  and 
stock  control"  and  will  be  held  at 
Seaford,  East  Sussex,  September  19-24. 

The  Articles  of  Association  were 
amended  to  change  the  status  of  all 
pharmacists  joining  the  Institute  to 
full  members,  reserving  "associates" 
for  non-pharmacists  engaged  in  a 
pharmaceutical  occupation.  ■ 


Cameras  stolen 


Part  of  a  consignment  of  Agfamatic 
2000  flash  cameras  worth  £30,000  was 
stolen  from  a  lorry  at  Harold  Hill, 
Essex,  during  the  night  of  April  8/9, 
and  Scotland  Yard  have  warned  all 
photo  dealers  and  the  public  to  report 
any  suspicious  offers  of  this  camera  at 
cheap  prices.  ■ 


Obtained  drugs 

A  bus  driver  from  Southgate  who 
found  some  FPlO's  and  used  them  to 
get  tablets  from  various  pharmacies, 
was  caught  out  when  he  went  back 
to  one  of  them  only  a  couple  of 
days  later  to  get  even  more. 

The  pharmacist  became  suspicious 
and  called  the  police,  and  at 
Highbury  Court  last  week,  Malcolm 
Negus,  21,  of  9  Chandos  Avenue, 
pleaded  guilty  to  attempting  to  obtain 
60  Sodium  Amytal  tablets  and  60 
Valium  tablets  at  Nash  Chemists, 
Stamford  Hill,  Stoke  Newington  on 
February  16;  attempting  to  obtain  60 
Dospan  and  100  Multivite  tablets  from 
Dobben  Chemists,  West  Green  Road, 
Stoke  Newington;  obtaining  60 
Tuinal  and  60  Axon  tablets  from 
Safedale  Chemists,  Green  Lanes, 
Stoke  Newington,  both  on  the  same 
date,  and  obtaining  60  Dospan  and 
100  Multivite  tablets  from  Safedale 
Chemists,  Green  Lanes,  February  16. 

PC  Ian  Dyer  said  that  Negus  had 
found  the  forms  and  had  taken  one 
to  a  chemist  who  refused  to  accept 
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it  However,  Safedale  chemists 
accepted  the  form  on  the  Friday. 

The  following  Monday  Negus 
went  back  to  the  same  pharmacy  and 
tried  to  obtain  more,  but  the 
pharmacist  became  suspicious. 

Negus  was  also  charged  with 
absconding  from  bail  because  he 
failed  to  arrive  at  court  on  March  12, 
having  been  released  on  February  19, 
but  Negus  told  the  court  that  he  had 
been  taking  his  PSV  licence  that  day 
and  had  informed  the  court. 

With  two  previous  convictions,  for 
possession  of  drugs  and  criminal 
damage,  Negus  was  said  to  be  under 
stress  because  his  baby  had  been 
taken  into  care  the  week  of  the 
offences  and  his  wife  had  been  ill 
and  since  suffered  a  miscarriage. 

As  he  had  been  under  the  care  of 
the  probation  service  until  the  week 


before  the  offences  were  committed, 
further  reports  were  ordered  by 
Magistrate  Mr  David  Barr  and  Negus 
will  appear  again  on  April  30.  ■ 

Drug  misuse  still 
on  the  increase 

Latest  statistics  from  the  Home  Office 
suggest  that  drug  misuse  continues  to 
increase. 

The  number  of  UK  addicts  known 
to  be  receiving  narcotic  drugs  from 
doctors  as  part  of  their  treatment  was 
2,849  at  December  31,  1980.  The 
increase  of  7  per  cent  over  the  2,669 
known  at  the  end  of  1979  was  smaller 
than  the  1 1  per  cent  increase  the 
preceding  year,  but  the  number  has 
doubled  over  the  past  10  years.  ■ 


J.Collis  Browne's 

is  alive  and  well- 


AND  DOING  VERY  NICELY  THANK  YOU. 


The  reformulation  in  1977  has  successfully  achieved  the  objectives  set  out 

The  original  i 
new  Mixture 


★ The  original  Compound  replaced  by  the 
i 


0 


NEW 
MIXTURE 


Is  now  a  normal  pharmacy  only  medicine 
—  no  signature  or  prescription  required 

Previous  concern  of  minority  abuse 
potential  now  not  applicable  (see  formula 
details  below) 

Retained  efficacy  and  acceptability 

★ Regained  a  sales  growth  with  proper 
advertising  support  level 


Morphine 

(Anhydrous) 
Average  Dose: 

10mls.  E  2-0mg. 

Chloroform 

Average  Dose: 

10mls.  =  0-03mg. 

Sizes  30ml.  100ml. 


OLD 
COMPOUND 


Morphine 

(Anhydrous) 
Average  Dose. 

10  drops  =  2-8mg. 

Chloroform 

Average  Dose: 

10  drops  E  0'  1ml 
Sizes  10ml.  28ml 


Another 
Guaranteed 
Product 
From 

INTERNATIONAL 
LABORATORIES 
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BUSINESS  NEWS 


USD  AW  seeks  £80 
for  35  hour  week 


Glaxo  improves  -Vestric 
slowed  by  changes 


Glaxo  Holdings  Ltd  have  improved  at 
the  half  way  stage,  pushing  both  profit 
and  sales  up,  but  their  wholesale 
operation — Vestric — has  experienced  a 
static  period  showing  only  a  2  per  cent 
increase  in  turnover. 

Group  profit  before  tax  was  up  to 
35.6  million  for  the  six  months  to 
December  31,  1980  against  £30. 32m 
for  the  last  six  months  of  1979.  Sales 
had  a  17  per  cent  increase  to  £244m. 
This  excludes  wholesaling  operations. 

Sales  in  the  UK — excluding 
wholesaling — increased  £16m  to  £65m 
due  to  a  combination  of  greater  sales 
volume,  price  increases  and  changes 
in  the  mix  of  products  sold,  says  the 
company.  Exports  rose  to  £71m 
(£60m)  and  overseas  sales  to  £179m 
(£160m). 

Vestric's  modest  lift  in  sales  took 
turnover  to  £99.6m,  although  no 
indication  is  given  of  profitability. 
This  compares  to  a  22  per  cent 
increase  in  sales  achieved  by  Unichem 
for  the  year  end  December  31 — to 
£167m — and  a  29  per  cent  sales  boost 
for  Macarthys  wholesale  division  for 

Alza's  interest  in  new 
research  company 


the  six  months  to  October  31  last  year 
—to  £69.7m— (C&D,  February  7, 
p272).  Moreover,  Unichem  this  week 
reported  a  further  30  per  cent  increase 
in  sales  putting  them  "well  on  target 
for  another  splendid  year's  results". 

Glaxo  say  that  the  recent  period  has 
seen  Vestric  concentrating  on 
controlling  costs  rather  than  pushing 
up  the  volume  of  turnover.  This  is 
primarily  due  to  the  period  of 
reorganisation  that  Vestric  have  been 
going  through,  which  has  incurred 
costs  relating  to  depot  closures. 

A  number  of  economies  have  been 
effected  and  the  company  says  the 
changes  are  now  complete.  Vestric  are 
quick  to  point  out  that  their  desire 
throughout  the  re-vamping  has  been  to 
improve  on  the  level  of  service  offered. 

Overall,  Glaxo  say  progress  has 
been  maintained  in  most  parts  of  the 
world.  In  the  US  planned  spending  to 
build  up  the  business  continued  and 
efforts  to  achieve  approval  of  the 
anti-asthmatic,  Ventolin,  should 
shortly  result  in  its  marketing.  ■ 


Progestasert  and  Ciba-Geigy  taking 
over  the  marketing  of  Ocusert  in  1978. 

Future  profitability  depends  largely 
on  receipt  of  royalties  from  sales  of 
products  developed  under  joint 
agreements  with  other  companies  and 
Alza  believe  that  growing  interest  in 
rate-controlled  drug  delivery  should 
lead  to  wider  use  of  their  systems.  ■ 


Chemsafe  on  film 


A  "Chemsafe"  audio-visual 
presentation  has  been  produced  by  the 
Chemical  Industries  Association. 

It  is  aimed  primarily  at  the 
Emergency  Services  (police,  fire 
brigades  and  ambulance  services), 
chemical  companies  and  road 
hauliers,  and  is  intended  for  the 
education  of  people  involved  in  the 
safe  distribution  of  chemicals  and 
emergency  response  arrangements. 

It  can  be  hired  for  £35  per  week 
(plus  VAT)  or  purchased  outright  for 
£200  and  inquiries  should  be  made  to 
Dr  E.  J.  Wilson  at  the  CIA.  A 
companion  "Chemsafe"  manual  is 
also  available  free,  apart  from  postage 
and  packing  charges.  ■ 


A  number  of  proposals  calling  for  a 
minimum  wage  of  £80  for  a  35  hour 
week  will  be  laid  before  the  Union  of 
Shop,  Distributive  and  Allied  Workers 
annual  delegate  meeting  Which  begins 
on  April  26  in  Blackpool. 

The  proposals  are  also  backed  up 
by  a  statement  from  the  executive 
council  of  the  union  itself,  which 
isolates  as  short  term  targets  during 
the  coming  year: 

□  Opposition  to  job  loss  whether 
through  redundancy  or  natural 
wastage. 

□  A  minimum  wage  target. 

□  The  reduction  of  the  working  week 
to  35  hours. 

□  Four  weeks'  holiday  with  service- 
related  additions. 

□  Adult  rates  payable  at  1'8. 

□  Full  employment  rights  for  part- 
time  workers. 

□  Improvement  of  maternity 
arrangements,  parenthood  leave  and 
child  leave  arrangements. 

□  Improved  superannuation  and  pre- 
retirement arrangements. 

A  further  paper  reiterates  the 
union's  opposition  to  Sunday  trading 
and  any  extension  of  the  trading  week. 

The  second  report  of  a  working 
party  reviewing  the  implications  of 
new  technology  on  the  union's 
membership  tells  delegates  that 
computerised  systems  in  retailing 
have:  ".  .  .  unlike  previous  retailing 
developments  .  .  .  very  substantial 
benefits  to  small  shops  belonging  to 
voluntary  groups  which,  in  turn, 
could  increase  the  pressure  for 
conversion  to  computerised  systems".  ■ 


Syntex  get  optics 


Syntex  Pharmaceuticals  Ltd  have 
moved  into  optics  with  the  acquisition 
of  Opticare  Ltd  and  Optimedic  Ltd 
and  these  two  concerns  will  form  an 
ophthalmic  division  within  the 
company.  While  Syntex  Corporation 
have  marketed  contact  lenses 
elsewhere  in  the  world,  this  is  their 
first  attempt  in  the  UK. 

The  companies  were  bought  from 
Mr  Michael  Jaggs,  and  they  will 
continue  to  operate  from  premises  at 
Farnham,  Surrey.  The  acquisition  does 
not  include  the  practices  of  Norman 
Bier  Associates  or  Mr  Jaggs'  other 
private  practices. 

Norman  Smith,  ophthalmics 
manager  for  Syntex  UK,  says  the 
acquisition  provides  a  base  from  which 
to  promote  the  company's  own 
Polycon  gas  permeable  contact  lenses 
"which  are  proving  to  be  a  great 
success  in  every  country  in  which 
they  have  been  launched".  ■  / 


A  new  company,  Dnax  Ltd,  has  been 
formed  in  the  US  in  which  Alza 
Corporation  holds  a  minority  stake. 

The  new  company  will  combine 
three  technologies — genetic 
engineering,  immunobiology  and 
advanced  drug  delivery  systems.  Alza 
will  receive  about  20  per  cent  of  the 
initial  common  stock  of  Dnax  and 
royalties  from  sales  of  future  products 
developed  by  Dnax  using  Alza 
technology  under  licence.  Among  the 
aims  are  to  develop  high  potency, 
specialised  antibodies  for  the  diagnosis 
and  treatment  of  disease  and  to  use 
Alza  delivery  systems  with  antibodies, 
peptide  hormones  and  interferons. 

Alza's  operating  expenses  and 
interest  costs  during  1980  exceeded 
operating  revenues  (SI  1.4  million)  by 
$6. 5m  which  was  reduced  to  a  net  loss 
of  $2. 9m  partly  by  a  building  sale. 
Net  sales  for  the  year  at  $2. 8m 
increased  slightly  from  the  1979  level 
($2. 6m)  but  remained  lower  than 
levels  in  1978  and  earlier,  as  a  result 
of  reduced  marketing  effort  for 
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Sally  Hansen 
independence 

Hard  as  Nails  manufacturers,  Sally 
Hansen,  have  now  been  organised  as 
an  independent  company.  At  the  time 
of  its  launch  in  the  UK,  the  company 
was  jointly  owned  by  Del  Laboratories, 
manufacturers  of  Sally  Hansen  in  the 
US  and  Gala  Cosmetic  Group,  later 
Smith  &  Nephew  Cosmetics. 

When  Max  Factor  recently  bought 
the  Gala  brands,  Del  say  they  decided 
Sally  Hansen  now  justified  a 
"full-time  specialist  team  "and  an 
independent  identity.  Del  therefore 

'Peripheral'  haulage 
service  on  offer 

A  major  transport  group  are  aiming 
to  "open  up"  the  peripheral  areas  of 
the  UK  with  the  expansion  of  their 
mainland  service. 

Unilever-owned  SPD  group's  first 
stage  in  this  programme  is  the  creation 
of  a  composite  Channel  Islands  service 
encompassing  all  group  mainland 
distribution  activities,  and  the 
company  says  cost  benefits  arising  from 
the  economies  of  scale  will  be  passed 
on  to  clients: 

"The  efficiency  and  economy  of 
composite  delivery,  whereby  many 
different  manufacturers  products'  are 
consolidated  and  delivered  from  one 
vehicle,  has  long  been  recognised  and 
employed  by  mainland  principals. 
However,  until  recently  the  more 
peripheral  areas  of  the  UK — the 
Channel  Islands,  Northern  Ireland, 
Isle  of  Man  and  the  Scottish 
Highlands,  have  not  fared  so  well  in 
the  search  for  distribution  efficiency. 

"The  operational  objective  of  the 
SPD  Group  is  that  for  practical 

Aerosols  can  be 
cost-effective 

Aerosols  are  not  only  a  convenient 
and  easy  to  use  form  of  dispensing 
products,  they  are  also  cheap, 
according  to  the  latest  research  carried 
out  by  the  British  Aerosol 
Manufacturers'  Association. 

Updating  a  similar  document 
published  in  1976,  research  for  "Cost- 
Effectiveness  of  Aerosol  Products" 
was  carried  out  in  mid-1980,  and 
shows  that,  contradictory  to  popular 
belief,  in  many  cases  aerosols  are 
cheaper  than  competing  methods  of 
dispensing  applications. 

In  the  pharmaceutical  field,  prices 
for  bronchospasm  relaxants  were 
compared  favourably  with  other 


set  up  the  UK  company  as  a  fully 
owned  subsidiary,  thus  severing  all 
its  previous  connections. 

Heading  the  new  operation  as 
managing  director  is  Frank  T.  Milton. 
He  spent  fourteen  years  with  Revlon, 
and  since  leaving  there,  he  has  been 
packaging  manager  of  Pfizer/Coty  and 
until  recently  purchasing  director  of 
Schering-Plough.  Marketing  and 
sales  director  is  Wendy  Marchand. 
Most  recently,  she  was  area  manager 
for  Benelux  for  Cover  Girl  Cosmetics. 

New  offices  have  now  been 
established  at  53  New  Bond  Street, 
London  Wl,  but  distribution  remains 
through  Sangers  Agencies.  The 
company  says  an  advertising  campaign 
is  due  to  break  in  May  and  run 
through  until  November.  ■ 


Part  of  SPD's  1,800  vehicle  fleet 

purposes  the  Channel  Islands  can 
begin  at  Manchester,  Birmingham 
or  from  anywhere  the  merchandise 
originates.  Equally  the  reverse  is  true, 
with  Channel  Island  exporters 
experiencing  that,  for  a  wide  range 
of  merchandise  the  mainland  begins 
at  St  Helier  or  St  Peter  Port." 

In  preparation  for  the  expansion 
programme,  SPD  have  rebuilt  their 
Jersey  depot  and  doubled  capacity  at 
the  Guernsey  base.  A  hundred  plus 
depots  are  spread  throughout  the  UK 
serviced  by  1,800  vehicles.  Projected 
turnover  of  the  group  for  1981  is 
£150  million.  ■ 


common  methods  of  administration. 
Taking  the  mean  value  of  an  average 
dose — the  number  of  tablets,  puffs 
from  an  inhaler  etc  to  be 
administered  at  one  time — aerosols 
emerge  the  cheapest  at  2.02p,  with 
tablets  next  cheapest  at  4.02p  and 
suppositories  most  expensive  at  16.21p. 
Moreover,  the  report  states  that 
besides  the  economics,  in  the  case  of 
aerosols  for  inhalation  "the  drug  is 
administered  quickly  and  at  just  the 
correct  level  to  bring  instant  relief". 

The  report  also  indicates  that  use 
of  aerosols  for  air  fresheners,  and 
perhaps  more  surprising,  shaving 
cream,  can  work  out  cheaper  than 
other  forms  of  packaging. 

Not  showing  up  quite  so  well  in 
terms  of  cost,  is  the  use  of  aerosols 
for  deodorants  and  insecticides.  ■ 


Energy  policy  must 
change  says  Candle 

Speaking  on  the  future  energy  and 
feedstock  requirements  of  the 
chemical  industry,  Dr  Peter  Caudle, 
deputy  director  general  of  the 
Chemical  Industries  Association  told 
delegates  to  the  Royal  Society  of 
Chemistry  Annual  Congress  at 
Guildford  University  last  week  that 
short  and  medium  term  energy  inputs 
into  the  UK  and  European  chemical 
industry  would  be  at  a  much  more 
moderate  rate  than  in  the  past: 
"The  UK  position,  far  from  expanding 
rapidly  as  a  result  of  our  North  Sea 
resources,  may  remain  severely 
contracted  unless  there  is  a  significant 
shift  in  national  energy  and  industrial 
strategies  towards  energy-intensive 
and  other  'heavy'  sectors  of 
manufacturing  industry. 

"To  forecast  energy  and  raw 
material  requirements  on  a  'no 
change'  basis  would  do  no  more  than 
perpetuate  the  over-optimism  of  which 
many  have  been  guilty  during  the  70s. 
It  is  time  to  allow  for  pessimism  about 
the  'natural'  growth  and  development 
of  the  western  economies  in  general 
and  their  chemical  industries  in 
particular,  and  to  look  hard  at  What 
must  be  done  to  ensure  that  we  still 
have  viable  manufacturing  and 
chemical  industries  by  the  end  of  the 
80s,"  he  added.  ■ 

Guinness  Peat  move 
to  single  site 

Guinness  Peat  are  planning  to  build 
an  £8  million  plant  and  concentrate 
all  their  pharmaceutical  production  on 
one  site. 

The  group's  Willows  Francis  and 
Regent  Laboratories  subsidiaries  will 
move  to  Ashton-in-Makerfield  near 
Wigan  in  a  phased  operation  over 
the  next  four  years.  The  first  stage  of 
the  move  is  hoped  to  be  completed  by 
the  end  of  1982. 

The  company  says  the  aim  of  the 
move  was  to  expand  and  take 
advantage  of  opportunities  in  the 
export  markets.  ■ 


Similar  names 


Following  complaints  from  the 
Opposition,  the  Government  are  to 
bring  in  changes  to  the  Companies 
Bill  preventing  a  company  registering 
a  name  similar  to  that  of  another. 

The  Bill  is  currently  in  the  Lords 
and  implements  an  EEC  directive  on 
company  accounts  and  law  (C&D, 
March  28,  p590).  ■ 
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Profit  fall  at 
Bayer  AG 


Pre-tax  profits  of  Bayer  AG  have 
fallen  by  9.6  per  cent  to  DM823m  for 
1980,  following  a  "strong  decline" 
experienced  during  the  late  summer. 
But  business  started  to  revive  at  the 
beginning  of  1981  and  short  time 
working  in  dyestuffs  and  organic 
chemicals  ended  at  the  turn  of  the 
year. 

Turnover  increased  marginally  to 
DM11, 819m,  up  3.5  per  cent — against 
DM1 1,451m.  Domestic  sales  accounted 

Squibb  lose  appeal 
over  CRM  decision 

E.  R.  Squibb  &  Sons  Ltd  failed  last 
week  in  a  High  Court  challenge  to 
advice  given  by  the  Committee  on  the 
Review  of  Medicines  concerning  two 
of  their  drugs. 

In  May  1980  the  Committee 
advised  the  licensing  authority  to 
revoke  the  licences  for  Motival  and 
Motipress  on  the  grounds  that  both 
drugs  could  no  longer  be  regarded  as 
products  which  could  be  safely 
administered  or  be  regarded  as 
efficacious. 

Squibb  challenged  this  advice  on 
the  grounds  that  they  were  given  no 
opportunity  to  deal  with  matters 
adverse  to  them;  their  written  and 
oral  representations  received 
inadequate  consideration  and  the 
reasons  given  by  the  committee  and 
notified  to  them  by  the  licensing 
authority  were  insufficient. 

But  Mr  Justice  Webster  said  he 
could  not  uphold  any  of  the  complaints 
and  dismissed,  with  costs,  the 
company's  application  for  an  order 
quashing  the  Committee's  advice.  ■ 

Talks  continue  on 
EEC  trademark 


EEC  discussions  concerning  a 
Community  trademark  that  would 
have  identical  effect  throughout 
member  States  are  continuing  and  no 
firm  views  are  expected  before  the  end 
of  the  year. 

However,  Reginald  Eyre,  Under 
Secretary  for  Trade,  announced  in  a 
written  answer  last  week  that 
arrangements  have  also  been  made 
for  a  preliminary  meeting  of  member 
States  in  the  framework  of  the 
Council  in  June,  "to  consider  initial 
views  on  the  proposals  and  the 
arrangements  for  future  discussions." 

Announced  in  February,  the 


for  DM4,473m  (DM4,388m)  and 
exports  for  DM7,346m  (DM7,027m). 

Capital  expenditure  was  up  at 
DM894m  (DM760m)  in  Bayer  AG  and 
DM369,  (DM32m)  in  subsidiaries. 
Capital  investment  of  some  DM850m 
is  planned  for  1981. 

Bayer  world  turnover  increased  to 
DM28, 825m  (DM26,002m),  an 
increase  of  10.9  per  cent.  Pre-tax 
profits  rose  by  11.5  per  cent  to 
DM1, 566m  (DM1, 404m).  Capital 
investments  in  1980  stood  at 
DM2,659m  (DM2,240m).  An 
expenditure  of  DM2, 500m  is  planned 
for  1981. 

The  company  says  the  first  months 
of  1981  have  seen  a  firming  of  the 
slight  recovery  in  orders  seen  in  the 
late  autumn  of  1980.  ■ 


proposals  would,  say  the  EEC,  save 
confusion  and  simplify  the  procedures 
governing  registration  of  a  trade  mark 
for  products  to  be  marketed 
throughout  the  Community  (C&D, 
February  14,  p321).  ■ 

Sanofi  to  develop 
ticlopidine 

Sanofi  SA  and  ICI  pharmaceutical 
division  have  agreed  that  ICI  should 
transfer  their  interest  in  the 
development  of  ticlopidine  to  Sanofi's 
recently  established  organisation  in  the 
UK. 

These  re-arrangements  have  been 
made  for  commercial  reasons  and  ICI 
will  be  giving  up  the  right  to  market 
ticlopidine,  a  platelet  aggregation 
inhibitor.  The  parties  have  agreed 
procedures  to  ensure  the  smooth 
transfer  of  the  running  of  the  current 
development  programme  to  Sanofi  UK 
Ltd.  ■ 

Senior  management 
changes  at  Fisons 

Following  the  recently  announced 
relocation  of  the  group  head  office 
from  London  to  Ipswich,  Fisons  have 
announced  changes  in  senior 
management  responsibilities. 

The  chief  executive,  Mr  John 
Kerridge,  will  in  future  exercise  full 
executive  responsibility  for  all 
operations  and  developments  and  the 
chairman's  role  will  become 
non-executive.  The  company  also  says 
that  in  the  circumstances,  Sir  Ronald 
Mcintosh  does  not  intend  to  take  up 
the  chairmanship  as  previously 
envisaged,  and  Sir  George  Burton  will 
continue  as  chairman  in  a  non- 
executive capacity. 

Earlier  this  year,  Fisons 
announced  a  net  loss  for  1980  of 
£16.83  million  (C&D,  March  7, 
p459).  ■ 


Briefly 


■  Greater  Lancastria  Co-operative 
Chemists  Ltd's  branch  at  9,  All  Hallows 
Road,  B'ispham,  Blackpool  has 
acquired  the  dispensing  business  and 
records  of  Biscopham  Ltd, 

317  Re'dbank  Road,  B'ispham, 
Blackpool. 

■  Kirby-Warrick  Pharmaceuticals 

Ltd  are  changing  their  working  hours 
with  effect  from  May  4.  From  that 
date  the  office  will  be  open  Mondays- 
Thursdays  9  am  to  5pm,  Fridays 
9am  to  2pm.  At  ail  other  times  an 
Ar.safbne  service  will  be  available. 


APPOINTMENTS 


■  Prince  Matchabelli:  Mr  Mike  Batho 
has  been  promoted  to  national  sales 
manager,  key  accounts,  from  northern 
'district  sales  manager.  Mr  Ian  Jones 
has  taken  over  as  northern  district  sales 
manager. 

■  Drenmead  Ltd:  Mr  Fred  Moore 
has  joined  the  company  and  will  be 
involved  in  "expanding  the  sales  team 
to  market  Umdasch  systems". 

Mr  Moore  has  had  25  years 
shopfitting  experience  and  joins 
from  Olney  Brothers. 

■  Gillette  (UK)  Ltd:  Mr  Bryan  Du 
Plessis  has  been  appointed  UK 
marketing  manager  of  Gillette 
shaving.  Responsibility  for  brand 
management  within  Gillette  shaving 
is  now  broken  into  two  areas. 

Mr  Peter  Brice  has  been  appointed 
brand  manager  (disposables).  Systems 
brand  manager  will  be  Mr  Jonathan 
Dickins — both  report  directly  to 
Mr  Du  Plessis. 

■  Bristol-Myers  Co  Ltd:  Mr  John 
Jackson  is  appointed  general 
manager,  pharmaceutical  division. 
Formerly,  Mr  Jackson  was  financial 
director  of  the  company,  which  he 
joined  in  1968  as  assistant  financial 
accountant,  and  held  the  posts  of 
group  chief  accountant  and  financial 
controller  before  being  appointed  a 
director  in  1978.  Bristol  Laboratories 
and  Mead  Johnson  form  the 
pharmaceutical  division. 

■  Sanol  Schwarz  Pharmaceuticals  Ltd 
(the  recently-formed  UK  subsidiary  of 
the  research-based  Sanol  Schwarz 
GmbH,  Manheim)  have  appointed 
Mr  Maxwell  E.  P.  Noble,  BSc(Pharm), 
MPS,  as  technical  services  manager. 
Mr  Noble,  who  was  previously  with 
Smith  and  Nephew  Pharmaceuticals 
Ltd  and  Vlck  International,  will  be 
based  at  the  new  Sanol  Schwarz 
offices,  130  High  Street,  Chesham, 
Bucks  HP5  1EF  (telephone 
02405-72071).  Sanol  Schwartz  acquired 
Medo-Chemicals  in  1979. 


762 


Chemist  &  Druggist    18  April  1981 


MARKET  NEWS 


Some  re-stocking 

London,  April  14:  A  certain  amount 
of  re-stocking  has  been  taking  place, 
especially  of  imported  chemicals, 
following  the  fall  in  interest  rates. 
Aspirin  from  the  Far  East  has  risen 
by  lOp  kg  not  only  because  of  the 
increased  demand  for  it  but  because  of 
the  falling  pound  against  the  currently 
improved  value  of  the  US  dollar. 
Furthermore  China  has  been  curtailing 
her  exports  of  the  chemical. 

The  China  Trade  Fair  is  due  to 
start  this  week;  preliminary  inquiries 
on  the  state  of  the  market  have  met 
with  the  usual  cautionary  responses 
that  higher  prices  are  expected. 
Meanwhile  Chinese  peppermint  oil  was 
up  by  about  5  per  cent  and  menthol 
by  5p  kg.  Brazilian  menthol  prices 
forged  ahead  at  origin  and  whilst  the 
spot  rate  rose  by  15p  kg,  the  cif 
quotation  still  commanded  a  premium 
of  15p. 

Among  balsams  there  was  a  parcel 
of  copaiba  offered  on  the  spot  at  a 
somewhat  inflated  price.  New-crop 
liquorice  root  from  Russia  was  also 
on  offer  for  the  first  time  this  year. 

Pharmaceutical  chemicals 

Ascorbic  acid:  (per  kg)  100-kg  £5;  5004cg 
from  £4.30  in  5-ton  lots  as  to  source. 
Aspirin:  Ten-ton  lots  £1.96  kg;  imported  from 
£1. 

Borax:  EP  grade,  2-5  ton  lots  per  metric  ton  in 


paper  bags,  delivered — granular  £308;  powder  £336; 
extra  fine  powder  £352. 

Boric  acid:  EP  grade  per  metric  ton  in  2-5  ton 
lots — granular  £465;  powder  £496. 
Caffeine:  BP  anhydrous  from  £4.10  to  £4.61  kg  as 
to  quantity. 

Chloramphenicol:  BP73  £19  kg  in  500-kg  lots. 
Ethisterone:  £230  per  kg. 

Ferrous  fumarate:  BP  £1.25  kg  in  750-kg  lots 
minimum. 

Ferrous  sulphate:  Dry  £550  metric  ton. 

Folic  acid:  100-kg  lots  from  £52  kg. 

Iodine:  Resublimed  £10.20  kg  in  250-kg  lots;  crude 

£7.40  in  500-kg  lots. 

Saccharin:  BP  sodium,  powder  £3.50  kg;  crystals 
£3.10. 

Sulphadiazine:  BP  68  £4  kg  in  250-kg  lots. 
Sulphadimidine:  £4.10  kg  for  imported  in  |-ton  lots 
Tetracycline:  Hydrochloride  £14  kg;  oxytetracy- 
cline  £13.25  in  250-500-kg  lots 

Thiamine:  Hydrochloride/mononitrate  £16.20  kg  in 
25-kg  lots  of  British  origin;  500-kg  £14.97. 
Imported  from  £14. 
Vitalmin  K3:  £5.40  kg. 

Crude  drugs 

Balsams  (kg)  Canada:  Unchanged  at  £11.45  on 
the  spot;  shipment,  £11.35,  cif.  Copaiba:  £5  on 
spot.  Peru  £9.45  spot;  £9.20,  cif.  Tolu  £6.15  spot. 
Gentian  root:  £2,550  metric  ton  spot;  £2,500,  cif. 
Ginger:  Cochin  £600  metric  ton  spot;  £550,  cif. 
Other  sources  not  quoted. 
Kola  nuts:  £430  metric  ton  spot;  £370,  cif. 
Liquorice:  Root  new  crop  £585  metric  ton, 
cif.  Block  juice  £1,400  metric  ton  spot. 
Menthol:  (kg)  Brazilian  £5.75  spot;  £5.90,  cif. 
Chinese  £5.20  spot;  £5.05,  cif. 
Pepper:  (metric  ton)  Sarawak  black  £750  spot, 
$1,425  cif;  white  £1,000  spot;  $2,000,  cif. 
Sarsaparilla:  Jamaican  £2,710  metric  ton  spot 
£2,695,  cif. 

Seeds:  (metric  ton,  cif).  Anise:  China  star  £1,135 
for  shipment.  Celery:  Indian  £450.  Coriander: 
Moroccan  unquoted:  Cumin:  Indian  £575  Fennel: 
Indian  £475.  Fenugreek:  Moroccan  £300;  Indian 
£280. 

Essential  oils 

Bois  de  rose  £7.60  kg  spot;  £7.25,  cif. 
Cam'phor:  White  £0.90  kg  spot;  £0.84,  cif. 
Cananga:  Indonesia  £13.50  kg  spot;  £12.90,  cif. 
Cassia:  Chinese  £54  kg  spot;  £52.25,  cif. 
Cedarwood:  Chinese  £1.41  kg  spot  and  £1.22,  cif. 
Citronella:  Ceylon  £3.50  kg  spot;  £3.-10  cif. 
Chinese  £3.15  spot;  £3  cif. 

Clove:  Indonesian  leaf  £1.55  kg  spot;  shipment 
£1.40,  cif.  English  distilled  bud  £45. 
Eucalyptus:  Chinese  £2.02  kg  spot;  £1.93,  cif; 
Portuguese  £1.80,  cif. 

Geranium:  Bourbon  £41.75  kg  spot;  £38.95,  cif. 


Lemongrass:  Cochin  £4.50  spot:  £4.35,  cif. 
Patchouli:  Indonesian  £13.75  kg  spot;  £13.60  cif. 
Peppermint:  (kg)  Arvensis — Brazilian  £5.25  spot; 
£5.15,  cif.  Chinese  £3.20  spot;  £3.18,  cif;  American 
piperata  £10. 

Petitgrain:  Paraguay  £8.70  kg  spot;  £8.60  cif. 
Sandalwood:  Spot  Mysore  £47.50  kg  East  Indian 
£46  spot. 

Spearmint:  Chinese  £9  kg  spot;  £7.10  cif;  American 
£9.50,  cif,  spot. 

The  prices  given  are  those  obtained  by  importers 
or  manufacturers  for  bulk  quantities  and  do  not 
include  value  added  tax.  They  represent  the  last 
quoted  or  accepted  prices  as  we  go  to  preis. 


COMING  EVENTS 


Monday,  April  20 

Mid-Glamorgan  East  Branch,  Pharmaceutical 

Society.  Meeting  canceled. 

Tuesday,  April  21 

Fife  Branch,  Pharmaceutical  Society, 

Anthony's  Hotel,  Kirkcaldy,  at  7.45  pm.  Annual 
meeting 

Wednesday,  April  22 

Isle  of  Wight  Branch,  Pharmaceutical  Society, 

Postgraduate  medical  centre,  St  Mary's  Hospital, 
Newport,  at  8  pm.  Mr  M.  McGrath  (Pricing 
Bureau). 

Lincolnshire  Branch,  National  Pharmaceutical 

Association,  Canwick  Village  Hall,  at  7.30  pm. 
Mr  David  Coleman  (chairman  NPA)  on  "The 
place  for  pharmacy".  Buffet  supper. 

Thursday,  April  23 

Bristol  Branch.  Pharmaceutical  Society, 

Edward  Jenner  centre,  Bristol  Royal  Infirmary, 
at  7.45  pm.  Annual  meeting.  Medical  film.  Buffet. 
Dundee  and  Eastern  Scottish  Branch, 
Pharmaceutical  Society,  Lecture  theatre  3, 
Ninewells  medical  school,  at  7.30  pm.  Ladies 
evening. 

Hull  Pharmacists'  Association,  Postgraduate  centre, 
Hull  Royal  Infirmary,  at  7.45  pm.  Annual 
meeting. 

Society  of  Cosmetic  Scientists,  Renold  building. 
University  of  Manchester  Institute  of  Science 
and  Technology,  at  6.30  pm.  Dr  A.  Dyer  on 
"Penetration  of  agents  through  the  skin  and 
other  membranes". 

Wirral  Branch,  Pharmaceutical  Society,  and 
Birkenhead  and  Wirral  Pharmacists'  Association, 

Wirral  postgraduate  medical  centre,  Clatterbridge 
Hospital,  at  8.30  pm.  Annual  meeting  Supper  at 
7.30  pm.  £2  per  head.  Contact  Mr  Weinronk 
for  reservations. 

Friday,  April  24 

Croydon  Branch,  Pharmaceutical  Society, 

Greyhound  Hotel,  Park  Lane,  Croydon,  at  8  pm. 
Annual  meeting.  Followed  by  discussion  of 
motions  for  Branch  Representatives  Meeting. 


SWIM  CAPS 

-the  caps  swimmers  ask  for 

Made  in  England 

WILLIAM  FREEMAN  &  COMPANY  LTD 

Suba  Seal  Works.  Stamcross.Barnsley.  England.Tel.0226  84081Telex  547186 


MCL 
HAVE  THE 
.SOLUTION, 


SOLVE  CONTACT  LENS  SOLUTION  PROBLEMS 
FROM  THE  LARGEST  STOCKS  IN  THE  U.K. 

For  quality,  for  reliability,  for  service 

contact  Reggie  Ormes,  MCL  Services  Ltd., 
Castleham  Road,  St.  Leonards -on -Sea, 
East  Sussex,  TN38  9NB 
Telephone  Hastings  53381  -7 


Ethyl  Alcohol 

(S.V.R.) 

Fermentation  and  synthetic 
qualities  both  available  to  British 
Pharmacopoeia  specification. 


James  Burrough  Limited 

Fine  Alcohols  Division  60  Montford  Place  London  SE11 

Tel:  01-735  8131 


ORALCER 


SLOW  RELEASE  p   ■■«■■«■  ■■■ 

pellets  §  MOUTH  ULCERS 

NOT  A  GEL  -  NOT  A  PASTILLE  -  BUT  PELLETS 
that  slowly  release  2  Active  ingredients  at  site  of  ulceration 
VITABIOTICS  LTD.  122  Mount  Pleasant  Alperton  Mddx.  01-903 
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CLASSIFIED 


Post  to  Classified 
Advertisements,  Chemist  & 
Druggist,  25  New  Street 
Square,  London  EC4A  3JA. 
Telephone  01-353  3212. 

Ring  John  Magee  or  Mark 
Jonas  for  further 
information  on  extension 
198. 


Publication  date  Every 
Saturday 

Headings  All  advertisements 
appear  under  appropriate 
headings. 

Copy  date  4pm  Tuesday  prior 
to  publication  date. 
Circulation  ABC 

January/December  1979 
17,330. 


Display/Semi  Display  £7.50 
per  single  column  centimetre, 
min  25mm.  Column  width 
42mm. 

Whole  Page  £650.00 
(265mmx  180mm). 
Half  Page  £350.00 
(135mmx  180mm). 
Quarter  Page  £180.00 
(135mmx88mm). 


Lineage  minimum  charge 
£20.00  for  30  words,  75p  per 
word  extra. 

Box  Numbers  £2.00  extra. 
Series  Discounts 

5%  on  3  insertions  or  over. 
10%  on  7  insertions  or  over. 
15%  on  13  insertions  or  over 


Business  for  sale 


Shopfittings 


XI  —  NORTH  WEST  LANCA- 
SHIRE —  Large  excellently  mod- 
ernised and  fitted-out  property 
close  to  town  centre.  Turnover  to 
April  30th,  1980,  £107,636.  Scripts 
average  2,000  per  month.  Good 
future  potential.  Freehold  property 
£27,500.  Goodwill,  fixtures  and  fit- 
tings £12,000.  S.A.V.  approx. 
£20,000. 

X2  —  NORTH  WIRRAL  — 
Lock-up  council  property  on  low 
rent,  good  profits,  scripts  average 
1,200  per  month.  Turnover 
£65,000  per  annum,  goodwill,  fix- 
tures and  fittings  £1,000  plus  stock 
at  valuation  approximately  £8,000. 

X3  —  SALFORD  (LANCA- 
SHIRE) —  Lock-up  shop  serving 
council  estate,  turnover  to  31st 
March  1981  expected  £90,000. 
Based  on  1,600  scripts  per  month. 
Rent  £750  per  annum.  Goodwill 
and  fixtures  £8,000  plus  stock  at 
valuation  approximately  £12,500. 

X4  — SOUTH  MANCHESTER — 
Pleasant  residential  area.  Scripts 
1,300  per  month,  turnover  to  30th 
August  1980  £63,625.  Lock-up 
premises  on  rent  at  £1,660  per 
annum.  Goodwill  and  fixtures 
£2,000  plus  stock  at  valuation 
approximately  £9,000. 

X5  —  ANGLESEY  —  Main  road 
pharmacy  in  pleasant  holiday  area. 
Good  living  accommodation,  or 
potential  for  holiday  flat.  Turnover 


in  1980  £70,991.  Scripts  average 
1,500  per  month.  Freehold  prop- 
erty £35,000,  goodwill,  fixtures  and 
fittings  £5,000,  stock  at  valuation 
approximately  £9,000. 

X6  —  WIRRAL  —  This  branch 
pharmacy  serves  a  pleasant  resi- 
dential area  with  turnover  of 
£83,507  and  scripts  1,600  per 
month  approximately.  The  shop  is 
bright  and  well  fixtured  and  there  is 
a  2/3  bedroomed  flat  above.  Pre- 
mises on  lease  at  £1,850  per  annum. 
Goodwill,  fixtures  and  fittings  only 
£5,000.  Plus  stock  at  valuation 
approximately  £11,000. 

X7  —  CENTRAL  LANCASHIRE 
—  Main  road  Pharmacy  close  to  the 
centre  of  a  character  full  town,  dis- 
pensary approximately  1,600 
scripts  per  month.  Turnover  to  31st 
May  1980  £68,798.  Freehold  prop- 
erty for  sale  at  £12,000  although  a 
lease  would  be  considered.  Stock  at 
valuation  approximately  £10,000. 
Offers  invited  for  goodwill  and  fix- 
tures. 

X8  —  CHESHIRE/LANCA- 
SHIRE BORDER  —  This  high 
street  Pharmacy  offers  considerable 
scope  for  improvement  by  an 
energetic  owner.  Scripts  average 
1,500  per  month.  Turnover  over 
£80,000  per  annum.  Freehold 
property  for  sale  at  £17,000. 
Goodwill  and  fixtures  £3,500.  Stock 
at  valuation  approximately 
£12,500.  The  present  owner  is  retir- 
ing. 


V  Zrnest  J/George 

\5n  &  co  ~ 

/IK    GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY,  CHEADLE. 
^  CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


Business  opportunities 


WELL  ESTABLISHED  UK 
MANUFACTURER  REQUIRES 
ADDITIONAL  PRODUCTS  FOR 

^^mmmr  sundries 

HARDWARE  TRADES 
MARK  REPLIES  ATTENTION  OF 
SALES  MANAGER: 
BOX  C&D  2780 


UXLlNE 


SHOPFITTINGS  AND  COMPLETE  INSTALLATIONS 


DESIGNED  WITH  THE  MODERN 
PHARMACY  IN  MIND 

*  Free  Planning  Service 

*  Credit  Terms 

*  Shop  Fronts  and  Interiors 

CAMBRAVALE  LIMITED 

8  Commerce  Way,  Leighton  Buzzard,  Bedfordshire 

Telephone  (0525)  381356  TCW 


"Everything  you  need 
to  know  about 
Pharmaceutical  Shopfitting" 


Write  or  telephone  for  your 
FREE  Pharmacy  Information 
Pack,  sent  by  return  of  post. 

Tower  Works,  Lower  Rd., 
Gravesend,  Kent,  DA11  9BE 
Telephone  (0474)  60671 


SHOWRAX 


The 
Nurtfiflee!  _ 
Group 


DETROIT 
DISPLAY 
SHELVING 

HIGH 
QUALITY 
SHELVING 
UNITS 
approved  by 


NUMARK 


(TCW) 


K.H.WOODFORD  &Co.  Ltd. 
Ring  Now  0202  36272 


apian 

shopfitting  limited 

alpbn  house,  cavalier  road, 
heathfield,  newton  abbot,  devon. 
tq12  6tg      tel.  0626  832059. 
from  counters  to  total  contracts 
alplan  s  national  coverage  for 

pharmacies 


Umdnsch 


><  THE  COMPLETE 
SHOPFITTERS 

Modular  shopfittings  of  quality  at 
realistic  prices. 

PLUS 

A  complete  professional  Design  & 

Contract  service  on  all  aspects  of 

shopfitting. 

For  details  contact:- 

DRENMEAD  LTD., 

Unit  19,  Britannia  Estate, 

Leagrave  Road, 

Luton,  Beds.  LU3  1RJ. 

Tel:  (0582)  421851. 

N.P.A.  approved  shopfitters. 


and  PHARMACY 

Specialists 


Complete  service.  N.P.A.  and 

NUMARK  approved. 

gpLAN  UNIT  SHOPFITTINGS 

Eustace  International 
E  Plan  Estate,  New  Road 
Newhaven,  Sussex  BN9  0AE 
Telephone:  07912-7711 

(TCW) 


Magnum  ©pos 

Shopfittings 


A  New  Generation  of  Pharmaceutical  Shop- 
fitting  Equipment-flexible,  easy  to  install, 
superb  colour  combinations  and  com- 
petitivelyi  priced.  Write  or  phone:  Magnum 
Opus  Ltd;  The  Maltings,  Southminster, 
Essex.  Tel:  (0621)  772248. 
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Stocks  for  sale 


Management  services 


Ethicals 


Proprietaries 


I  &  N  RABIN  Ltd. 

WHOLESALE  PHARMACEUTICAL 
DISTRIBUTORS 

16-24  Orsman  Road,  London,  N1  5QJ.  01-739  3411 
(Night  recording  system  available) 
Telephone:  01-729  0440  (Day  orders) 

Comprehensive  service  in  London  area  to  phar- 
macies and  hospitals. 

Wide  range  of  Health  Products  Specialities. 


'AFRO'  PRODUCTS 

Probably  the  largest  range  of  English,  American  and  Caribbean  'Afro'  products  in  the 
country.  We  offer  a  unique  service  to  the  retailer;  a  fast  delivery  service  in  all  popular 
brands  of  hair  and  skin  cosmetics. 

T.C.B  Johnson's,  Palmer's,  Dax,  Dark  and  lovely,  etc.,  etc. 

Please  phone  Cliff  Trowse: 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London  N16. 

Phone  01 -249  31 61,  01-254  8784 


THE  ORIGINAL  COPPER 
BRACELET 

price  details  available  for 
Copper,  Silver-plated  and  Gold 
plated  bracelets 
From: 

SABONA  OF  LONDON  LTD. 
73,  NEW  BOND  STREET 
LONDON  W1 
01-629  6921 

(10/5F) 


ONE-SIZE  TIGHTS  from  £2.30  doz. 
plus  VAT.  Min.  order  8  doz.  overall. 
CWO.  Carriage  free.  Full  range  Price 
List.  E  &  R  Kaye,  16/18  New  Bridge 
Street,  London,  EC4. 


Stock  wanted 


FOR  EXPORT  ONLY 
We  offer  the  following  goods 
ex-stock  our  warehouse 

50  Tablets  Gelusil 
500  Tablets  Soneryl 
100  Tablets  Ponderax  20mg 
Nivaquine  Syrup  60ml  (blue  box 
pack) 

Betnovate  C  Cream  1 5gm 

Large  stocks  available. 

Tel:  0423  62593 
Telex  57439  Matown  G 


WE  PURCHASE 
SHOP  STOCKS  AND 
MANUFACTURERS  SURPLUS 

Please  telephone  or  write: 

LAWRENCE  EDWARDS 
AND  CO.  LTD., 
Wellington  Close, 
London  W11  2AN. 
Tel:  01-727  3137-8  (17/1F) 


WANTED 

DISCONTINUED 

Soiled,  damaged  or  surplus  stock,  any 
quantity,  immediate  decisions  and 
payment,  will  collect.  B    and  S. 

Wholesale   and   Retail  Supplies, 
Westminster  House,  188-190  Stratford 
Road,  Shirley,  Near  Solihull,  West  Mid- 
lands. Telephone  021-745  4131. 

TCF 


WANTED 

Surplus  stock,  discontinued/clearing  lines 
in  toiletries,  cosmetics,  perfumery,  sundries 
etc. 

Confacf.' 

KEMISTORES  (Wholesale), 
166,  Hammersmith  Road, 
London,  W.6. 
Tel:  01-748  4902. 
Telex:  6951749  Pipes  G. 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles,  etc., 
urgently  wanted.  Kindly  contact  Robin 
Wheeler  Antiques,  Parklands  Park 
Road,  Ashtead,  Surrey.  Telephone: 
Ashtead  72319.  Buyer  collects.  (TC.w, 


Trade 

services 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 
trade  tor  manufacturers'  clearing 
lines,  and  retailers'  stocks. 
8  Northburgh  Street,  London 
EC1V  0BA.  Tel:  01-253  1184/5. 
Telegrams:   "Salvall",  London 

E.C.1.  (TCW) 


Approved  Prescription  Services  Limited 

CLECKHEATON,  WEST  YORKSHIRE  BD193BZ 
TELEPHONE:  -    CLECKHEATON  (0274)  876776 


MANAGEMENT  SERVICES 


CONSULTANTS  FOR 
RETAIL  PHARMACY 

Management  information 
^  Accountancy  practices 
it  Shopfitting 

•Jt  Merchandising  techniques 
it  Staff  training 
^  Security 

We  offer  specialist  consultancy 
services  to  retail  pharmacists  from 
the  single  pharmacy  to  the 
multiples. 

For  an  informal  chat  about  your 
problems  telephone  either 
John  Plumpton  or  Charles  Foster 
on  HULL  2480I  or 


Contact  the 

professionals  at 

F&P  LTD. 

258  HESSLE  RD. 

HULL 

HU3  3EA 
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Products  &  Services 


Miscellaneous 
for  sale 


Agencies  wanted 


LET  BEER 
GO  TO  YOUR 
HEAD! 


Are  you  looking  for  a  £300,000, 
well-established  shampoo  brand  with 
ex-factory  gross  margin  of  70%  (before 
advertising)? 

We  have  one  for  sale  for  an  offer  close  to 
£150,000  for  goodwill.  Stock  at  valuation. 
Machinery  is  available,  if  required. 

BOX  C&D  2780 


COSMETICS  AND 
PERFUMES 

A  large  range  branded  and  non- 
branded 

Wholesale  only 
SHURE  ENTERPRISES 
227  Shoreditch  High 
Street,  E1  6PJ 

Tel:  01-247  3122 


Perfumes 
Kodak  Film 
Flash  Cubes 

CONTACT: 

W.L.C.C. 
397  Acton  Lane 
London  W3 
Tel:  993  6400/9/2921 


Scotland  and 
Northern  England 

Professionally 
Qualified  Agent 

requires  good  quality  or 
exciting  products  for  the 
above  areas  as  soon  as 
possible. 

BOX  C&D  2783 


ROYAL  WEDDING 

POLYTHENE  CARRIER  BAGS 
Price  lists  available 

SWAINS 
PACKAGING  LTD. 

POLYTHENE  BAG  MANUFACTURERS 
Brook  Rd. ,  Buckhurst  Hill,  Essex  IG9  5TU 
Tel.  01-504  9151 


Equipment 
wanted 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehill,  Manchester  M4 1 EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery.  (TCP) 


Personal  Weighing 
Machines 

Coin  operated  type  required 
immediately  for  cash.  We  will  col- 
lect anywhere. 
Please  contact:  S.  Gundle 
Rolls  Scales  Ltd. 
Royal  East  Street, 
Leicester 
or  phone:  Leicester  59943 


CHEMISTS3 
DRUGGIST 


Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
25  New  Street  Square,  London  EC4A  3JA 
Telephone  01-353  3212 

Copy  date  1 2  noon  Wednesday  prior  to  publication  date 


ORDER  FORM 

Please  insert  as  below  our  advertisement  under  the  heading 


Please  invoice. 


.insertions 


PLEASE  PRINT. 


Name  

Address 


Phone  Date  Signed 


Typesetting  and  graphics  by  Friary-Clark  Ltd,  Enfield,  Middlesex.  Printed  by  Riverside  Press  Ltd,  Whitstable,  Kent.  Published  by  BENN  PUBLICATIONS  LTD,  25  New  Street  Square,  London  EC4A  3JA. 

Registered  at  the  Post  Office  as  a  Newspaper  261/2/211/2/16s 


1  customers  with 
mouth  ulcers 
need  chemists 

with  Medijel 


If  a  customer  is  suffering  with  a  mouth  ulcer,  he'll  be 
looking  for  quick  relief  from  pain  and  he  wants  something 
that  will  help  to  promote  rapid  healing. 

In  other  words,  he  wants  soft,  soothing  Medijel. 
So  display  Medijel  gel  on  your  counter,  and 
|let  your  customers  help  themselves  to  fast  relief 
from  sore  mouths  and  mouth  ulcers.  You'll  be 
lping  yourself  at  the  same  time. 


Medijel 

Soothing  gel  now  on  GSL. 
Also  available  in  soft  pastilles. 

Dendron  LirrSted.  94  Rickmansworth  Road, 
Watford,  HerCtWDl  7JJ.Tel.  (0923)  29251 


by 


The  Swiss  Ivory ... 
a  superb  craftsman 
designed  range  of 
professional  quality 
for  the  dressing  table, 
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ALL  BRUSHES  ARE  CARDED  TO  FIT 
THIS  NEAT  COUNTER  DISPLAY. 


ALGREY  ESTATE 

SHARPS  WAY,  HITCHIN, HERTS. 

TEL:  HITCHIN(0462)  58871 
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■ 

When  generic  products 
are  prescribed ... 
Be  particular 


Dispense  sewai    tablets  and  capsules  every  time. 
The  semai    label  guarantees  consistent  quality 
and  availability. 
Speak  to  your  supplier  today. 
Show  him  how  particular  you  are  about  generics. 
Ask  for  the  best.  Ask  for  seward 

^  seward  pham 

Charlwoods  Road,  East  Grinstead,  Sussex  RH19  2HL,  England 
Telephone:  East  Grinstead  311311 
Telegrams:  Seward  East  Grinstead 
Telex:  95315  TOPTABG 


A  member  of  the  Medical  Division  of  UAC  Limited 


